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QUALITY STATION THAT IS LOCAL Ask John e 

Pearson why most local merchants and most plain folks in tiie 
Fri-State have switched, , . How about you? Get the real story 
3n the BIG ONE . . . WCMI RADIO 
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12 solid reasons why 
spot radio is headed 
for record-breaking 
S190 million in 1960 
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BETTMAN ARCHIVES 



By now just about everybody working with TV 
knows that Videotape* is in a class by itself when it 
comes to delivering better, cleaner shots that carry a 
maximum wallop. In fact, it looks for all the world 
like the real McCoy. 

But maybe you aren't fully aware of the tremen- 
dous versatility this new medium offers today. Here 



at Videotape Center we are constantly developins 
new optical, editing and special effects techniques 
in our daily production for some of the nation's 
leading agencies and advertisers. 

The truth is that new developments are coming so 
rapidly it's difiicult to keep fully informed unless 
you are right on the scene of action. Suffice to say 
whatever commercial technique may be called for, 

I 

There Are Two Types of TV Advertisers Today. . .Those Who Are Using Tape] 




|ie chanecs aic that V ideotape can do it better 
iCcause tape gives you the ideal combination of 
ower and finesse. 

We coidially invite you to take advantage of our 
xpciiencc and facilities, wliether for information, 
reativc technical advice or the skilled produetion 
f your next commercials. 

VIDEOTAPE PRODUCTIONS OF NEW YORK, INC. 
and Those Who Are About To 205 West 58th Street, Nejv York 19, N.Y. JUdson 2-3300 





Mark this market 
on your list! 

CENTRAL and 
SOUTH ALABAMA 

one of ' 
Alabama's " 
"BIG THREE" 



WSFA-' 



'r-^ — 

WHY 
WSFA-TV 
IS DOMINANT 
IN CENTRAL 
AND SOUTH 
ALABAMA! 

WSFATV has the TOP SHOWS in 
an area of over one million population. 
The April '59 AEB survey proves the 
domiuauce of WSPA-TV . . . 

Top 10 Shows 
WSFA-TV 9 90% 

Station "C" I 10% 

Top 15 Shows 
WSFA-TV 13 86% 

Station "C" 2 14% 

WSFA TV placed five syndicated shows 
in the Top 30 while Station "0" placed 
none iu the Top 50. A further indica- 
tion of WSFA-TV 's acceptance. 

OVER A MILLION VIEWERS IN 
35 ALABAMA COUNTIES* 

Population 1,106,000 

Effective Buying Income.— $1,201,510,000 

Retail Sales 799,440,000 

Food Store Sales 217,402,000 

Drug Store Sales 23,964,000 

Automotive Sales 157,280,000 

Gasoline Service Station Sales 74,867,000 

Mark Central and South Alabama on 
your list . . . buy it with WSFA-TV! 

* Market ano defined by Television Magazine, plus S 
counties consistently proving regular reception. Does 
not include 3 Georgia and 3 Florida bonus counties. 

{Data from Sattt Management Survey of Buying Power) 

WSFA-TV 

MONTGOMERY 

Chonnel 12 NBC/ ABC 

THE WCT miVlSION SYSTfM, INC. • WKY-IV AND WHY OKUHOMA CIIV 
WTVT TAMrA-ST. rnEISIURG 

Repietented iy IheXatz Aitney 
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36 Last of Blue Ribbon Radio series reveals what the sound medium can 
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Day vs. night tv audiences 
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buyers, account execs; show differences in reach, audience composition 
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One 



shopping 



Shopping for time and 
talent on the CBS Radio 
Pacific Network's a snap. 
You buy a lot of stations 
with the ease of a one 
station buy. What's more, 
you enjoy supermarket 
convenience and a choice 
variety of top brand 
radio names. 

Say you want to cover 
the West. You want to 
reach women. Or men. 
Or both. It's simple with 
our one stop shopping 
plan. Pick the shows you 
want — Art Linkletter, 
Harry Babbitt, Frank 
Goss News, the Daytime 
Serials, Gunsmoke and 
other great weekend 
dramas. Pick the times 
you want. Mornings, 
afternoons and evenings. 
You can get real impact 
with real economy ! If the 
ringing cash register 
is music to your ears, the 
CRPN can play your 
melody. Ask your CRPN 
or CBS Radio Spot 
Salesman for the details. 



Represented by CBS Radio Spot Sales 
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. ^M^ FXCHANGE COMMISSION 
SECURITIES AND EXCHAINo 

WASHINGTON 25, D. C 

July 16, 1959 



3FFICE OF "THE 
■ NERAl- COUNSEL 



Dick John 
^je^^s Director 
station WKY-TV 
Station Oklahoma 
Oklahoma '■^ity, 

Dear Mr. John: 



Dear Mr. John: Allred, our 

Regional Ad^nistra^or l^^ort^^^^^^^^ygy^ 

interviews "i*^" officers ^^^^^^^ ^".title t"'' '^''^^ 

Uves of the co»pa^ ^.^i,, «de P°==ftl„„ against 

obtaining funds from P ^ injun^^^ securities. 

Comnission to mov ^ jaie o 

future violations in .jtect 

is rare indeed vhen O--^""^/," rarer vhen that 
. .eadAS ct;e^.;e-tf ^VO a^^ fil^^-J.^JStain 

rereii^art^t^Srnr^^^ 

the injunction <=^=neen f orthco-^ng had^i* ^ ^d and 
would P"^*^/,Sf dSndants knev ve ver- f-^^^^^P/^asure 

the tact *'*>»*'^';f the issues to .suit of your 

-t^^radfnSloraction «a= the^^^^^^^^^^ 

Sncfent e«f;i„^;r o- Pr'4 Tt?^^'" 
thereof fcr use in yo j^ret time. 

activities to the publl associates 

are v-ry «=h indebted to you^f^ ^^^Su, as we did 
VJe are ^'^^ , ^oj. us to proceea ^ freely of 
for making ^\^ZlT^or JO^ villingness to give ^^^^^^ . 
anri erateful indeed lor j expense m olierius accept 
jfur'Sme without ^ncern f o;^; neas^^^^ 

court to present the retei -^^ „ell Commission 

^Congratulations on a 0* ji,, y«^", fa greater single 

rraSo'S "ion f f/- 'SdrrS sefuriUes laws, 
^^herein a radio {-orcement of the 



•/homas G. Meeker 
General Counsel 



Judge Allred 



S>TAT,oNs Manager 



^^"I^V ^jvD Wkv- TV 

Oklahoma City 

Oklahoma 



The BroadcaQ^.• 

=*acasting Industry; 

one who is sen • • 

^"'^ ^he government v„ ■ =°™unicy 
---- .n .ZI-^-"--^ - 

-'^^ i"i«a«.e Of .he b T^'"" ^^-^^y 

^""^ the opportunity to ' = ' 

^"S" We feel t-u- 

e.^,,, tj /""-^ - 
"^-try can „eet thi ""^''-"ing 
for service '^-Ponslbaity 




Norm 



^" Bagwell 




DAN DAILEY 



THE FOUR 

JUST 
MEN 




JACK HAWKINS 




RICHARD GONTE 




VITTORIO DE SIGA 



CHECK YOUR MARKET 
TODAY! 

INDEPENDENT 
TELEVISION 
CORPORATION 



Madison Ave. -N.Y. 22 -PLaza 5-2100 




NEWSMAKEI 
of the week 



Donahue & Coe, widely touted on Madison Ave, as an agenci 
determined to lift its package goods billings, has gotten itsel 
a marketing man as president. He is Donald E. West, ichi 
joined D&C a little more than two years ago ns director o_ 
merchandising and has a wide grocery field background 



The newsmaker: Though Donald E. West has had the 
kind of sales and merchandising experience to make even a veterar 
adman drool, he wears his laurels lightly and won't genuflect to the 
current and widely embraced catechism which places marketing a 
the apex of ad agency operations. 

Picking his words carefully. West told SPONSOR, "This is wha 
we believe: While Donahue & Coe is an extremely strong marketing 
agency, we recognize the creative function as the most important. 
Once the creative line is set, other aspects fall into place." 
jj Well-manned with creative tal- 

II ent at the top level, D&C has, in 

/ I recent months, beefed up its staff 

with strong marketing names — 
people like Ralph Linder, Fred 
Xabkey and Orville Chase. The 
agency also has a top-rated mar- 
keting v.p. — Jack Rosenthal. 

That these new men are package 
goods experts is the other side of 
the coin. West made clear tliat 
D&C wants to be known as a di- 
versified agency, but willingly con- 
ceded that it was out to up its 

share of package goods billing. He also agreed that an increase in 
package goods billings would probably work to increase the ratio of 
air to total agency billings. D&C now bills about S6.5-7 million in 
radio and tv, somewhat less than 25^ of its total. 

West is energetic-looking "and quiet-spoken. His strong features 
are topped by a white-tipped crew-cut. A general tone of under- 
playing views and events is belied by intense working habits which 
he admits involve sacrifices by his family. 

Most of West's business career was spent with Standard Brands. 
He started as a route-salesman, held a number of executive sales 
positions and, at the end of his SB stint, was a group product man- 
ager — a position which, for the first time, gave him real advertising 
experience. He left Standard Brands in 19.53 because (a) he was 40 
and (b) he wanted to broaden his background. 

Follo^ving this, he went to Ogilvy, Benson & Mather (director of 
merchandising), Rockwood Chocolate (marketing v.p.) and Robert 
W. Orr Associates (executive vice president). Rockwood was sold 
and Orr closed its doors. When Edward J. Churchill, whom West 
replaces, hired him. West was out of a job. ^ 




Donald E. West 
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OFFICES m 

CHICAGO 

BOSTON 

SEATTLE 

S>»N FRANCISCO 




yon n 



YORK 



STREET 




Radio Atlanta 

Prior to July, 1959, WPLO call letters were WAGA 



//teie o//tel ^/ou^/t S^/a/Zoiti: 

UrnJI* tmUlmon •■die Button KmJIm CAIn«e Ml* Mtmphit 

W%M WCOP W^S^ WMP5 
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there's 
been a 



TOWERFUL 

W change 




NOW WLUK-TV IS THE 

MOST POWERFUL TV STATION IN THE WEALTHY GREEN BAY- TOX RIVER VALLEY MARKET 



From aur new half millian dollar power plant, the tower averlooking Green Boy, WIUK TV now 
reaches 425,000 TV homes — 1,650,000 people. 

WLUK TV e CHANNEL 11 

serving Green Bay Packerlond and the Fox River Volley Joseph D. Mackin, generol manoger 



^^^^ 



NOW YOU CAN COVER TWO IMPORTANT MARKETS WITH ONE BUYI 

Just opproved — the acquisitlan of WLUCTV, Marquette, Michigan — the only TV stotion in 
Michigan's upper peninsula. Buy both WLUK-TV and WLUC-TV with ane buy. 

WUUC TV CHANNEL 6 John Borgen, general monager 
Represented notionally by Geo. P. Hollingberry. In Minneopolis see Bill Hurley. 

YOU COTTA HAVE 'LUK YOU COTTA HAVE 'LUC 
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M BIG MAC Bi6 A/lAC 

^ ^ BIG aaA C b?g 



u.a.a. 



HAS BROUGHT YOU 





I 



fkpeVte and 

WARNER BROS. 

and now here comes THE THIRD GREAT PACKAGE 

OF CHILDREN'S PROGRAMMING 

bigNVACshow 

WITH 

210 

REELS 
OF 

WARNER BROS. FEATURETTES 

Here, specially selected for children from over 2000 reels, are 210 

reels of tremendous children's motion pictures. 





NEVER 
BEFORE 
AVAILABLE 
TO 

TELEVISION 



KEYSTONE KOPS • JOE PALOOKA 

CHARLIE McCarthy • vaudeville 

COMEDY • CIRCUS • ANIMALS 
SLAPSTICK .TOYLAND • MUSIC 



All produced with the care and attention 
devoted by this major studio to its features — 
same studios, sets, Tnany of same top-ranking 
stars, directors, producers, ^vriters! 




A7id To Introduce, and Tie-Together This Big 
Profitable Package — Meet The Greatest Little 
Cartoon Character Ever To Come Down The Track 

BiGiAAC 

HIS MAGIC TRAIN And ms Hug game Friends 

EATRICE, The Dinosaur... 
SGT. VALENTINE, The Bloodhound. 
ABERCROMBIE, The Mouse.. 






keysme 

KOPS 



REELS 

^produced by WARNER BROS. 

THE MOST POPULAR, ENTERTAINING FEATURETTES EVER! 




JOE PALOOKA 



CHARLIE 
McCARWy 




iS A NA TURAL FOR 
MERCHANDISING 
AND PREMIUMS 




HIS MAGIC TRAIN -Battery operated, runs 

on its own portable monorail. The same train BIG MAC 
rides in the television films. Available to you first for 
promotion... then to be sold in retail outlets everywhere. 



MASKS* POSTERS* BUT 



^-Posters, giveaways and dozens of BIG MAC 
. . . available to you and your sponsor as prom 
tions ... to be sold through retail outlets everywhen 




nsn^ 

u 



The WARNER BROS. FEATURETTES, WITH BIG MAC Are 
Now Available To You On A Library Basis, Just Like The 
Fabulously Successful POPE YE And WARNER BROS. 
CARTOONS. They Represent A Substantial Addition To 
The Programming Of Any Station . . . Highly Popular 
With Young Audiences, Highly Saleable. 
A WONDERFUL OPPORTUNITY FOR ADDITIONAL 
PROFITS. Use BIG MAC or your own local MC. Don't miss 
out because of product conflict . . . put on another 
children's program and get all sponsors. 

For Complete Details and Screening Print Call or Wire Your Nearest U.A.A. Office 

NEW YORK • HOLLYWOOD • CHICAGO • DALLAS 



by Joe Csida 



Hitch your wagon to a pop star 

On several previous occasions I have done 
pieces on how smart local, regional and national 
advertisers have hitched their sales wagons to 
pop music stars, and the radio and/or television 
personalities who so successfuUv utilize the talent 
and tunes of these stars. The time is ripe. I 
believe, for another sermon on this subject, for 
two reasons. The first is that several ini|)ortant 
changes and trends are taking form on the pop music front. And 
the second is that I have spent a good deal of the past three or four 
weeks visiting with the top radio/tv personalities in the field, and 
can |jass on to you a few useful first hand observations. 

Rock 'ii roll grows up 

Truth to tell this very column is being written in a ridiculously 
overpriced room at the LaConcha Hotel in Atlantic City. I did not 
come here to wallow in the waves and exercise iny jaws on salt 
water taffy. I came because a very good friend of mine is working 
at the Steel Pier this week, and I had not had the opportunity to 
visit with him in three or four months. His name is Bol)by Darin, 
and in his vastly talented 22-year-old person he himself embodies a 
number of pertinent points with which the alert advertiser should be 
familiar. Bobby, for example, is living proof of what 1 believe to be 
the most significant trend on the pop music level since the raucous 
advent of rock and roll. Bobby's first five hit records, "Splisb Splash." 
"Early in the Morning,'" "Plain Jane, ' "Queen of the Hop'" and 
"Dream Lover" were all pure rock and roll. Frank Sinatra would 
rather be found girl-less than discovered singing tunes of this ilk. 
Bobby's latest record, which has sold better than 200,000 coj)ies in 
the first 10 days; which is climbing on the music popularity charts 
at a rate faster than any of his previous hits; which by acknowledge- 
ment of Atco Records, the manufacturer, will be the biggest single 
record hit they ever had is definitely not rock and roll. It is 
sophisticated |)olished swing. The tune is the 1927 Kurt Weill classic, 
from that excellent composer's "Three Penny Opera." originally 
called "Mick, the Messer," in Germany, and now known as "Mack, 
the Knife." Sinatra would have been proud to have recorded this one. 

This would plainly indicate that the 10-, 11-, 12-. 13- to IG-year 
olds, who screeched raw rock into prominence some five years or so 
ago, have grown up and become more sophisticated in their popular 
music tastes. They no longer will settle for the wild, pounding beat, 
the naked hysteria without something else far more solid and sub- 
stantial musically to go along with it. If Bobby's swinging interpreta- 
tion of the Kurt Weill classic were the only record high on the lists, 
this could easily be considered a freak excejjtion. But it isn't. A lovely 
slow and haunting guitar-feature instrumental called "Sleep-Walk" by 
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of Mississippi 
Retail Saks . . . 

^918,000,000 



IN THE SOUTH'S 
FASTEST GROWING 
TV MARKET 

Jackson, Miss" 

with these Jackson 
stations 

WelTv 12 

KATZ 

WlbT % 

HOLLINGBERY 
Nation's business gains leader 
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There's a NEW REP. 
For MIGHTY 690 





XEAK 

50,000 WATTS 



Sponsor backstage continued 



a couple of young virtuosi is presently the No. 6 record in tl 
country, and headed for No. 1 at an unstoppable pace. A forme 
Miss America runner-up, beautiful Oklahoma winner Anita Bryai 
has one of the best-selling records in the country with the extreme! 
sweet and lush ballad hit from "Music Man," "Till There Was You. 
A powerful performance of the George Gershwin "Porgy" by a youn 
lady named Nina Simone is one of today's big records. 

In short, while a reasonable number of simple-minded raw an 
raucous rock and roll items still do very well, more and more bette 
popular songs are being performed in a most tasteful adult manne 
by truly outstanding singers in the Sinatra, Como, Dinah Shore 
Peggy Lee, Jo Stafford tradition. This clearly evolving trend has vas 
significance, 1 believe, to the broadcast media and the agencies anc 
advertisers who use same. As long as every one of the top 40 record; 
were mad beat inanities there remained a serious question, no 
only as to whether any adults listened to and/or watched such shows 
but whether any fairly intelligent teen agers were tuning in. 

More and more, however, Dick Clark on a national level, anc 
others like Alan Freed, Buddy Deane, Milt Grant, Bob Clayton, Jin; 
Gallant and many others on local levels have proved that inteUigenl 
young people and a vast number of adults listen to popular musici 
shows of the Bandstand variety, both on radio and television. They've 
proved it by the simple process of moving merchandise for adver-( 
tisers selling adult products. And it's my guess that in this upcoming 
season more and more adult products will be successfully sold 
through popular music shows all around the country. j 

These kids can really sell 

The fact that the trend, as I've stated, is strongly to music that is 
more palatable to more intelligent youngsters and to adults, as well 
as to the more youthful listener-viewers is one factor. The second is 
that the tv/radio personalities who have been conducting these shows 
have slowly but surely developed into some of the best salesmen the 
broadcast-advertising business has ever seen. Dick Clark is proving 
himself as potent a product-pusher as Mr. Godfrey ever was. And in I 
the past 30 days, in addition to visiting Dick, I've also visited Alan 
Freed in New York, Buddy Deane in Baltimore, Ed Hurst and Joe 
Grady here in Atlantic City, and Hy Lit in Philadelphia. These gents 
are among the smoothest salesmen this business has ever seen. 

And for one final reason I believe these men, and their fellows 
across the country on both radio and television will do a bigger job i 
for advertisers this season than ever before! 

The best of them (and this includes the men I've mentioned, plus 
at least another 20) work harder reaching their audiences live at 
record hops, dances and shows of one kind and another, community 
and public service functions, and a hundred and one other in-person 
methods of keeping live contact with their listener-viewers than anj 
other single group of performers or personalities in the whole history 
of the broadcasting business. This must, and does pay off in bigger 
audiences and more sales for the advertisers product. 

I'm so sure of the increasing importance of these shows to adver- 
tisers, that I'm pursuing a study in depth of them right now. As it 
develops I hope to do several more pieces on them. ^ 



MIGHTY 
690 

I 

LOS ANGELES- SAN DIEGO 
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BUT... WKZO Radio Makes Big Things Happen For You 
In Kalamazoo -Battle Creek And Greater Western Michigan! 



7-COUNTY PULSE REPORT 

KALAMAZOO-BATTLE CREEK AREA— MARCH-APRIL 1959 
SHARE OF AUDIENCE — MONDAY-FRIDAY 



6 A.M. - 12 NOON 
12 NOON -6 P.M. 
6 P.M. - 12 MIDNIGHT 



WKZO 



30 
27 
29 



Station "B" 



21 
22 
22 



Station "C" 



1 1 
10 
10 



WKZO Radio rings-in a total audience at least 32% 
larger than that of any other station serving Kalamazoo- 
Battle Creek and Greater Western Michigan. 

This big lead in popularity holds true all morning, 
afternoon and evening (Monday-F"riday, 6 a.m. -midnight) 
giving WKZO Radio the No. 1 spot in 345 of 360 
quarter hours surveyed.' (See Pulse, at left.) 

Avery-Knodel can give you all the details on WKZO 
Radio — your "bell ringer" for Kalamazoo-Battle Creek 
and Greater Western Michigan. 

^The Tsar Kolokol, cast in 1733 in Moscow and weighing about Z19 tons, 
is the heaviest bell in the world. It was broken in production and was 
never rung. 




WKZO-TV — GRAND RAPIDS-KAIAAWZOO 
WKZO RADIO — KAlAMAZOO-BAniE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS KALAMAZOO 
WWW — CADILUC, MICHIGAN 
KOIN-TV— LINCOLN, NEBRASKA 

Associated with 
WMBD RADIO — PEORIA, IIUNOIS 
WMBO-TV— PEORIA, lUINOIS 



WKZO 

CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 

Avery-Knode/, Inc., Exclusive Nafiono/ Represen (of ives 
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HOW! 

WAPI-1V Birmingham / 
OWNS EUERV IHAJOR ' 

FEATURE 

FILin 

PACKAGE 



MGM 

Paramount 

Warner Bros. 

R.K.O. 

Columbia 

20th Century Fox 





Bells of St. Marys ' 
30 Seconds Over Tokyo 
Mutiny on the Bounty 
For Whom the Bell Tolls 
King Kong 

Hunchback of Notre Dame 
Going My Way 
plus hundreds of others! 




Hollywood Hit Parade 

Monday-Friday 
12 noon to 1:30 p.m. 

The Early Show 

Monday-Friday 
4:30 p.m. to 6:00 p.m. 



World's Great Movies 

Sunday-Friday 
10:30 p.m. to conclusion 



T 
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Timebuyers 
at work 




^al Murray, Kudner Advertising, Inc., New York, buyer for Color- 
jarins and Arnold Bakers, notes that fall pickings for the manu- 
acturer of children's items are slim indeed. "It may he a gray 
Christmas in some quarters. With the toy companies, hreakfast 
ereal makers, candy manufacturers and soft drink people all vying 
or as much exposure as possible, 
he prime times to catch the young- 
ter at the set are jamming up. It's 

Ileveloping into quite a complex 
iituation. The shortage of availa- 
jilities, in some instances, is caus- 
ing certain advertisers to seek out 
other, more accessible media." 
Mai points out that toy jobbers are 
aggravating this condition by buy- 
ing children's shows from the local 
tv stations and requiring that the 
manufacturer repurchase the time, 
along with distribution services, as a package, or be faced with prob- 
lems in both areas. '"The stations involved are creating ill will among 
buyers and sellers by condoning this practice. However, in all 
probability, the situation will be checked before it spreads any fur- 
ther, because most stations adhere to a high code of ethics." 

Joan Mandel, media supervisor, Edward H. Weiss & Co., Chicago, 
believes that spot tv has not kept pace with steps taken by net- 
works to enhance summer participations for major advertisers. 
'"Large facility discounts and reduced program costs offered by net- 
works bring summer package buys in at efficient cost-per-1,000 le\'els. 

Tv's summer doldrums are char- 
acterized by a decrease in adver- 
tising reveimes and audience loss, 
while consumer spending con- 
tinues. But spot has offered no 
advantages to compensate for audi- 
ence loss either in announcement 
campaigns or program buys. In 
Jannary prime time periods, three 
20's deliver 75 gross rating points. 
.V W During the summer, these same 

^- jj^^l^ spots deliver an estimated 4.S to .SO 
gross rating points; yet the cost 
remains fixed on a 52-week basis. With the increasing popularity of 
spot tv, availabilities from September through May become more 
scarce. Why don't spot sellers attempt to induce advertisers for the 
remaining three months? Why aren't dollar discounts or bonus spot 
plans offered for nine-month advertisers to extend their schedules or 
rommence a few months earlier when choice spots are available?" 






.- »^**"^ 

spots 

are the 

velTticle. . . 

not tlic 

campaign 

only 
a 

carefully 

sifted 

schedule 

combined 

with 

your 

ideas. . . 




unique 
Bartell 
toueli 



of. 
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SALESMANSHIP 
SHOWMANSHIP 
SCHOLARSHIP 





MAKE 



A 

BARTBLL 
SCHEDULE 
A 

CAMPAIGN 

Six stations in six cities. Each 
with a snap, a sound, a "feel" jigsavved 
within its own community. Yet each has a 
quality of creativity that is akin to all others 
and common only to Bartell Family Radio. 

SALESMANSHIP is ingrained in every 

air personality and a part of the Bartell station 
acceptance that puts every campaign in orbit. 

SHOWMANSHIP is in the production 

that ar.rests, sparks and entertains. 



SCHOLARSHIP 




is inherent 



in the thought, planning and pre-testing 
of every unit of sound that is broadcast. 




Thohc (lualitie.s are 
contagiou.s! From station 
level to Group headquarters, 
to each Adam Young 
office, you'll find more 
than receptivity — or even 
.sympathy — you'll get 
good ideas! (Ask Needham 
Louis & Brorhy in Chicago.) 
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49th 3,1 
Madison 

4 

Sold radio short! 

I read with considerable intere 
the 15 August discussion "Are ratin; 
helping or hurting radio?" (Spons( 
Asks). 

In the lead-off, Frank J. Grome 
Jr., gave an excellent summation < 
the advantages, then turned aroun 
and sold radio and ratings short. 

For instance, he asks for a contini 
ing measurement of out-of-homi 
Isn't he aware that Pulse reports hav 
long contained that information? 

Again, I am sorry to disagree wit 
Gromer's echo of the cliche that "r£ 
dio can be made to look good or bac 
depending upon the rating servic 
used. That kind of situation can onl 
result in suspicion being cast on a| 
ratings data, and hence on the medi 
um in general." 

Radio's spectacular comeback afte 
neglect is the result of industry's dis 
covery that it is still a powerful sell 
ing force. 

And in all fairness, as long-terir 
subscribers for Pulse reports. I air 
happy to say that Pulse informatior 
provides us with highly reliable helf 
in the over-all planning for clients. 

Alfred S. Moss 
pres. 

Williams Adv. Agcy. 
N. Y. C. 

So rry — we goo fed ! 

While we obviously appreciate your 
use of the photograph in the August 
8 issue showing Miss Pat Schinzing 
of Gardner Advertising and Mr. Don 
Brady of D'Arcy Advertising being 
interviewed by Mr. Harry Fender of| 
KPLR-TV/St. Louis, since this firm 
was the host for the occasion of the 
Third Annual Pool and Picnic Party' 
we were also somewhat disappointed \ 
to note we were not credited in the 
caption. 

We believe the caption which ac- 
companied the original print of this 
photograph gave the complete and 
correct stor}' with regard to this event 
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thus you perhaps can understand 
lir frustration when the picture did 
l)pear. 

1 The point that gives us nightmares 
the fact that this tearsheet will 
' -obably end up in the files of the 
PLR-TV representative which defi- 
itely is not Venard, Rintoul and 
[cConnell ! ! 

Howard B. Meyers 
v.p., Venard, Rintoul & 
McConnell, Inc. 
Chicago 

{ore on Basics 

lany thanks for the advance preview 
if your Radio-Television and Market- 
rig Basics pamphlets. 

We were particularly inteiested in 
he Radio Basics section which proves 
hat San Francisco is the fourth best 
narket in terms of in-home audience, 
)Ut-of-home audience, and in total au- 

Mience is tied for third place! We are 
iicorporating this in a new presenta- 

;ion which we have just completed on 

KCBS. 

As a matter of fact, the presenta- 
tion has been given a few times in 
Los Angeles to agency people who 
thought it was the best radio pitch of 
the year. 

Maurie Webster 
v.p. & gen. mgr. 
KCBS 

San Francisco 

* » » 

Congratulations on your 13th Air Me- 
dia Basics. It's concise and complete, 
the best I've ever seen. 

Pat Schinzing 

Gardner Adv. Co. 

media group supvsr. 

St. Louis, Mo. 

* * * 

I find this 13th Air Media Basics a 
very valuable reference to obtaining 
facts on market and radio television 
market selection and also find it quite 
useful in presenting the basics on this 
media to my clients. 

David B. Ault 
account executive 
Grant Adv., Inc. 
Dallas 





You 

bungled 
that badly, 
Smidley. 

Evei'y time 1 (lump the biiyin<:; 
derision in your laj) you pass 
uj) this Casrade buy. What's 
tlir matter, old boy, can't you 
sjxdl it? You ju.-t don't skip a 
market like this. The Cascade 
4-station network is a "must" 
in the Paeifie Northwest. More 
than half a million ])eople witli 
over a billion dollar.- to spend. 
And, Smidley, Cascade's alone 
in the entire market. 




T 



KIMA-TV ' 
KBAS-TV 



AKIMA WASH. 



rASCO HiCHtAND, 
EWiCk. wash 



EPHRATA. 
MOSES IA>CE, WASh 



KEPR-TV :t: 
KLEW-TV 



For Focfs ond figures: 
Natlonol Representotives; Pacific Norlhweit; 

GEORGE P. HOUINGBERY Company MOORE & ASSOCrATES 



WNJR 

negro radio for 
meiro new york 
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. M A S " V ^« 



5UPERIOWTV 
Series 




WSM-TV's recently eompleted tower (tallest in the Central 
South) is merely one more step in an engineering poliey 
whieh constantly asks one simple question; 

"What does it take to send a better picture to more peopleV 

As partial answer to this continuing quest, WSM-TV has 
given the Nashville market a unique series of engineering 
firsts . . . miero-wave relays, key effeets equipment, zoom 
lenses, eolor equipment, live remote units . . . The list is long. 
The results impressive. The Central South has eome to count 
on WSM-TV for clearer, more professional telecasting . . . 

Ask Hi Bramham or any Petry man how better engineering 
adds volume and tone to the WSM-TV symphony of sales. 
It's hi-fi listening if yon want to ring cash registers in the 
Nashville market. 



WSIvI 



Nashville, Tennessee 

Represented by PETRY 



OWNED AND OPERATED BY THE NATIONAL LIFE AND ACCIDENT INSURANCE COMPANY 
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Most significant tv and radio 
news of the week with interpretation 
in depth for busy readers 



SPONSOR-SCOPE 



SEPTEMBER 1959 

Copyright I9S9 
SPONSOR 
PUBLICATIONS INC. 



The biggest agency merger in the hiisiiiess is in the detail-working-out stage: 
Coinptoii (375 million in hillings) and Erwin, Wasey-Rntliraiiff & Ftyan ($70 
million) . 

The combination wonld make it the fifth largest agency in the hiisiness, only pre- 
ceded, in that order, by JWT, Y&R, BBDO, and McCann-Erickson. 

Still another merger that appears to be iu the works: K&E ($80 million) and 
Ciinninghani & Walsh (S55 million). 



Radio stations in a few weeks may find themselves the target for a massive 
call for availabilities from national advertisers who have given up trying to get the 
minutes they want from spot tv. 

That prospect emerged from a crosscheck SPONSOR-SCOPE made this week 
among the chief timebuyers for Madison Avenue agencies with substantial stakes in spot. 

Says one head buyer: "The final qnarter conld easily be a walloper for radio. 
The money is around, and when the rush to radio begins it'll come like an avalanche. Re- 
mend)er there are a lot of pre-Cliristmas acconnts that haven't started to buy yet. 
With the market in tv as tight as it is now, you ean imagine how tough it will be for 
these seasonals. Where will they have to turn? Radio, naturally." 



The SRA's managing director, Larry Webb, this week said he felt sure that na- 
tional spot radio billings for 1959 will rnn between S180-185 million. 

So far this year the medium, observed Webb, has shown an increase of around 5% 
over 1958. The 1958 tally was $172 million; 1957's was S169.5 million. 



New York and Chicago combined continne to be the source of close to 85% 
of all the national spot tv business; but the West Coast's share of radio placement 
seems to be on the upbeat. 

The Station Representative Assn. has just completed an analysis — based on information 
gathered from its members for the first six months of 1959 — of where the national spot 
billings originate. Here's the breakdown: 



CITY 


RADIO SHARE 


TV SHARE 


New York 


57.2% 


63.4% 


Chicago 


20.7 


19.8 


Los Angeles 


6.5 


3.6 


San Francisco 


6.1 


3.4 


Detroit 


2.8 


1.2 


St. Louis 


1.7 


1.7 


Atlanta 


1.4 


2.5 


Dallas-Fort Worth 


.5 


.3 


Boston 


.3 


1.0 


Philadelphia 


1.4 


1.3 


Others 


1.4 


1.8 


Total 


100.0% 


100.0% 
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SPONSOR-SCOPE continued 



If you'v^e any doubt about the tightness of the spot Iv market for the fall, note th : 
Madison Avenue tiinehuyers are diseovcring that stations have elected to reser| 
certain portions of the spots left for speeifie prodiiet categories. 

In other words, these stations are in a position business-wise to hah overloading thit 
schedules with certain types of merchandise; so they're rationing what's left among tl» 
thinner eategories to get a better balanee. 

Tv reps found no letup the past week in the rush to spot schedules for the fa 
The calls for availabilities and/or orders included Calumet Baking and Minute Pol- 
toes via FCB; Bayer and Oxydol via DFS; Good Luek IMargarine (OBM) ; Ivory Br 
(Compton) ; and Spectran B Tablets, a Revlon adjunct, via KFC&C. 



American Motor (Geyer) will be back in spot tv starting October with schedul 
in at least 78 markets. 

Last season it used minutes and I.D.'s Friday nights on behalf of Rambler. 

An old reliable of spot tv, Peter Paul (DFS), has thrown its lot in with networ 
minute participations: one each on CBS TV's The Lineup and Rawhide. 

Other recruits to these two shows from the spot precincts: Glidden (on Lineup) an 
Preeni (on Rawhide). Another minute buyer on Lineup: Manhattan Shirts. 



Socony-lMobil (Compton) has aligned itself with the nighttime 20-8ccond cam, 
to the extent of 50-odd markets. 

The copy emphasis will be on the new Detroit models. Hence the initial flight will ru: 
through October, November, and the first part of December. Schedules will be re 
sumed in March. 

LaRoelie thinks it has the remedy for a continuing lieadaclie for both agencie 
and tv stations: maintaining the correct rotation for an advertiser whose campaigi 
includes a multiplicity of commercials. 

The solution: a single form which would make it possible for the station to know wha 
the exact rotation will be at least a month in advance. The form would (1) include 
pre-emptions and credits at the beginning of each month, (2) give the agency a fool-proo: 
record for SAG payments, and (3) save time and paperwork for station traffic anc 
accounting — as well as the various people concerned in the agency from timebuyer to accounl. 
executive. 

Sidelight: Stations in major market handle as rliany as 2,700 film commercials a month, 
with some accounts scheduling as many as ].'i-20 different ones in that period. 



If your job entails measuring tv costs-per-thousand — or just keeping in touch with the 
progress of the medium — you'll be interested in what NBC Research estimates will be 
the average number of tv homes for the next three quarters. 

The projections look like this: 

QUARTER AVERAGE NO. TV HOMES 

Last quarter of 1959 44,900,000 
First quarter of 1960 45,300,000 
Second quarter of 1960 45,700,000 
Note: That final figure represents 88% saturation of the whole U.S. In other 
words, when the presidential conventions roll around, tv will have at least 12 million 
more homes than during the similar conclaves of 1956. | 

I 
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SPONSOR-SCOPE continued 



Now that tliey're pretty well sold out at night, you can exjiect some of llio toj) 
level people at CBS TV and NBC TV to divert more creative attention to daytime. 

Both networks apparently will give more thought to 1) putting; a<lditioiial ginger in- 
to the ])rograiiiiiig, and 2) reevaluating tlie j>rice and discount tstriieturc for daytime. 

Two developments that can be figured on lo ignite the networks to action: 

1) Geueral Foods lias canceled out completely (four (juarterdiours a week) 
from daytime on CBS TV, and I*«S:G lias reduced its <laytimc commitments on NB(] 
TV from 1.5 to 9 quarter-hours a Meek starting 1 Octoher. 

2) More and more affiliates are juggling their network daytimers to find room for 
film shows of their own so that they can absorb some of the backlog of minute spots. 

ABC TV figures tbat it's got a strong 8]iringboard in daytime sales for the fall 
in the fact that all the Daybreak charter members have renewed for the fourth 
(|uarler. 

This group consists of General Foods (now limited to four quarter-hours a week for 
the Jell-0 division), Drackett, lieech-Nut, Johnson & Johnson (all via Y&R), Toni, 
and Armour. 

These add up to over 50 quarters-hours weekly. 

Another index to the changing complexion of <lay'tiiiie network tv: BBDO put 
out au intramural memo calling attention to the "sliortterui" opportunities in that 
facet of the medium. 

Said the communique: The networks are willing in many cases to take daytime or- 
ders for less than 13 veeks, which situation makes daytime conducive for seasonal 
buys, sj>ecial promotions, and cojiy tests. 

July gave network tv its biggest monthly increase in gross hillings this year. 
The margin over 19.58 vas 17.1%. (It's been running around 7-9%.) 
The gross sales for time covering July by network: ABC TV, $8,391,470, plus 18%; 
CBS TV, 821,861,217, plus 19.27o; NBC TV, $17,883,111, plus 13.9%. 

Combiued tally for the first seven inoiitlis: S.3.57,. 536,290, up 10%. 

P&G isn't jiayiiig NBC TV any talent costs for tbe two installments of What 
iMakes Sammy Run that will be aired via the Sunday Showcase 27 September and 4 October. 

It will be the Cincinnati giant's first dip into sjiecials, with Crest carr)ing the full 
$90,000 per program charge for the time. 

Here's the network view on absorption of talent costs: 

Since Showcase represents a new concept and the competition is lough, it's logical to 
waive the production nut ($110,000 net) on the first few programs. 
Breek will spend about S2.5 million on 10 Showcases during 1960. 

What wilh more chunks and bits available, NBC TV the past week scored the big 
inning in both iiiglittiiiie and sports sales. 

In the minute participation area Sunshine Biscuit, Renault, aud Warner Iludnut 
latched on to the Plainsmen. Renault also took on half (RCA has the rest) of the 
IMoon and Sixpence special. 

Pliarmacraft and Block Drug picked up alternate weeks of Richard Diamond 
— at bargain rates for the show. 

On the sports side, McCaun-E lined up its own Esso and Humble Oil accounts 
with General Petroleum and Standard Oil of Indiana to co-sponsor on a regional basis the 
NCCA football games with Schick Injector Razor. Also Bayuk Cigar aii<l Aiiierieun 
Safety Razor split the S3.2-iiiillioii hill for the 32 Screen Gciiis golf slio\vs. 

P.S.: The total cost of that football jiackage is around .S.5 luilliou. 
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SPONSOR-SCOPE contmu^ 



TvB has a jireseutation in the works that will tell the success story of tv to banP 
ers — but with an indirect objective. 

The crux of pitch: The risk of loans made to manufacturers, merchants and so fort 
can be reduced considerably by the borrower's skillful use of tv advertising, 

Sliiiltou (Wesley) isn't finding it easy to pick an acceptable special for th 
$175,000 it has appropriated for pre-Christmas advertising of gift packages. 

So it might well take a look at spot tv — though the firm's preference each seaso 
has been to associate the promotion with glamour programing. 

Mogul, Lewin, Williams & Saylor seems to be in a dilemma on how to go abou 
oonvertiug Barbara Britton, Revlou's ace saleswoman, into a program personality 

The format the agency would be likely to use is a five-minute filmed strip of beaut 
patter, with alternating products. 

It first tried to spot the package with a tv network, but learned there wasn't am 
way the strip could be fitted in. 

The agency's latest move: A bid to reps to inquire of their stations as to 1) whethei 
the strij) is acceptable, and 2) where it could be scheduled. 



For the first time a tv producing firm — Screen Gems — will be using spot radio 
this fall to call attention to sponsored products on the tv networks. 

Each network program will be plugged several times a day for three days prior 
to its debut. The shows: Dennis the Menace, Tightrope, and Man from Blackhawk. 

Altogether there'll be a total of 1,386 spots (20 and 10-second) in these markets: 
New York, Cliieago, Boston, Philadelphia, Detroit, and Cineinnati. 

The method of payment is an odd one: Partially cash plus a batch of film which 
the radio station can barter off to its tv affiliate in the market. 



Ward Bakmg lias reduced the prospects for its cake account (SI million) to 
five agencies and should make a choice within a week or two. 

The cake business is now at Grey, which is slated to inherit the Ward bread ac- 
coimt, recently removed from JWT. ' 

Marketing sidelight: Cake bakers of the Ward type are fighting against a 
dwindling market from two sides: (1) the frozen variety and (2) the tendency among 
the momma and poppa stores, outlet ior 80% of non-frozen cake sales, to drop these lines 
because of their perishability. 

With spot tv pretty much in the sellout stage — at least in the top markets — tv stations 
linked to a local radio station by common ownership are tending to get more friend- 
ly toward this competition. 

What's happening is this: When the tv outlet finds it can't provide a regional or 
local advertiser with the full complement of requested spots, it tips off the radio 
station where there is some money to be had. 

The motive, obviously, is twofold: (1) keep the business from going to print; 
(2) there's a better chance of recovering that business, if needed, when the advertiser 
has had a taste of air media. | 



For other news coverage in this issue, see Newsmaker of the Week, page 6; 
Spot Buys, page 48; News and Idea Wrap-Up, page 52; Washington Week, page 57; sponsor 
Hears, page 60; Tv and Radio Newsmakers, page 66; and Film-Scope, page 58. 
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[wo kinds of husbands ... one kind of television! 



Husbands come in all shapes and sizes. So does KPRC television. Leave 
lit to the program-wise wife to select the right KPRC television for her 
[husband. One glance at the bias-cut says KPRC-TV will sell when he 
watches, never bind when he turns away. Always comfortable. Assorted 
|sizes, in programs, spot announcements, participations. 

Edward Retry & Co., National Representatives 



KPRGTV 



HOUSTON 



m 



MtllMUM lERVICI 
IClCCtSTCII 



television for big and little 




COURTESY OF 
P. H. Hanes 
Knitting Co, 
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reason i 
why I 

PONSORI 

tops all 

im partial broadcast 
trade paper 
surveys of 
agency /advertiser 
readership 



six out of 

every ten copies of 

SPONSOR 

go to 
readers 
who buy 
or influence 
the buying of 
radio/tv time. 

SPONSOR 
is written 
for them. 

through 

SPONSOR 

they get 
what they need 
to keep f ully 
posted every week. 







Ploce ice cubes in old foshioned 
gloss. Pour in two doshes Angos- 
turo bitters, 1 dosh Peychoud 
bitters, 3 doshes simple syrup, 
one ounce rye whisky. Stir until 
thoroughly chilled. Coot inside 
of second old foshioned gloss 
with one dosh of obsinthe sub- 
stitute. (Try tossing gloss upword 
with o twist to coot gloss thor- 
oughly.) Stroin contents of first 
gloss into second— drink! 



A' 




Prepared with a toss by Johnny Conrad at The Sazerac Bar in The Roosevelt Hot 

WWL-TV. . . new 
NEW ORLEANS 

FAVORITE 

The New Orleans television trend is all in favor of WWL-TV; 
a two-year-old "upstart" on the local scene. ' 

You want a station that delivers the audience today and 
tomorrow— that's WWL-TV. 



Sunday thru Saturday 



WWL-TV Station B Station C 







% 


% 


% 


July Nielsen 


6-9 p.m. 


42 


42 


15 




9-midnight 


47 


43 


8 


July ARB 


6-10 p.m. 


40.3 


42.3 


16.4 




10-midnight 


46.8 


45.3 


8.3 



Your Katz man will tell you about the New Orleans trend. 



WWL-TV 




NEW ORLEANS 
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AUDIENCES UP 
LOCAL IMPACT 
LOW COST 
TV SELLOUT 

AUTO PUSH 
NEW INTEREST 



pRADI#s 



TIME 
IS 
NOW! 



MOREfACCOUNTS 

LONGER FLIGHTS 

SET SALES HIGH 

MORE CREATIVE 
SALES 

NEW PLANS 
OUT-OF-HOME PLUS 



SPOT RADIO'S BIG TWELVE 

12 POWERFUL FACTORS ARE STIRRING UP A REAL SALES 
BOOM IN SPOT RADIO; RECORD 4TH QUARTER EXPECTED 



During the past two months spon'SOK has heen 
hearing more optimistic talk about the progress 
and future of spot radio than at any time since 
1957. 

Such waves of sales enthusiasm, however, are 
not uncommon in the air media industry. And they 
are not always factually reliable. 

This week, therefore, sponsor editors set out to 
discover the facts. Is there really a boom in radio 
spot? Are there substantial reasons for believing it? 
If so, what is causing the upsurge in s])ot radio 
prospects? Where is the trend likely to lead? 



The net of our conclusions: 

• Yes, there's a defmite swing to >pot radio, the 
most pronounced trend in the pa.-t 1 2 months. 

• There is dollars-aud-cents documentation for 
belief in a spot radio boom. 

• At least a dozen substantial reasons lies be- 
hind the spot radio upswing. 

• Spot radio's 'Ith quarter should be the biggest 
in history. 

• The year 1959 should show ^pot between 5 
and lO^f ahead of 1958, with total billings of vSlH2 
to $190 million (either would make a record vcar). 
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• 1960 can easil\ see the greatest 
radio spot expansion of all time. 

To thorouglil) understand such o])- 
tiniistic statements, it is necessary to 
analyze carefully the "Anatomy of the 
Hooni.' to look at the facts which are 
causing stations and station repre- 
sentatixes t.i view the futurs so ho])e- 
fully. 

Fact j\o. 1 is spot radio's sales rec- 
ord for the first six months of 1050, 
According to Lawrence Webb of 
SRA. Januar)-June figures ran ap- 



proximate!) 5% ahead of 1958 totals. 

This performance is all the more 
remarkahle because spot radio's first 
quarter was slow (perhaps lO*^? off 
the 1958 pace). The big upswing be- 
gan in early spring, and the momen- 
tum has been building ever since. 

Based on evidence of summer busi- 
ness and fall buying, reliable industry 
sources are now estimating spot ra- 
dio's 1959 total at between $180 and 
S190 million. SRA quotes a figure of 
$182: some authorities place spot's 



edge over last year at lO'^f, wl 
would bring in $190 million, anl 
time record for the year. SPONSOia 
the basis of its own reports, beli 
the figure will at least top $187 
lion. 

No one, least of all sponsor 
belie\es in a $500 million poterj 
for radio spot, thinks that such a t] 
is perfect. As Kevin Sweeney! 
RAB says, "Frankly, the kind of ] 
over past figures we're specula! 
about is by no means satisfacti 



12 SOLID REASONS WHY SPOT 



4 

RAI 



1 Radio aiulieiices are building fast. Tins 
Slimmer for the first time since 1957, more peo- 
ple listened to radio than tvatched tv. Latest 
Sindlinger reports sliow that radio has led tv every 
week since 1 July with an average daily audience over 
two million greater than the figures for tv viewers. 



4 



Tv's sellout of choice spot time ii 
major markets is swinging many agenA^ 
advertisers toward radio. Creative m 
ticularly like the fact that full-minute announl^ 
are available on radio spot and that their co^ ■ 
need not be conipres.sed to I.D. or 20-second*- 



2 Local iiiiporlaiice of radio is increasing 
steadily. RAB says local radio billings are 
8-10% ahead of whopping 1958 total of $320 
million. Growing acceptance of radio by chains, 
supermarkets and other retailers makes it more at- 
tractive to advertisers selling through these outlets. 



5 Major advertisers like Gillette, tn 
Foods, General Mills, Coca-Cola, are s\n 
new interest in both large scale and te^ 
of radio spot. RAB reports that many of the^i 
radio spot adverti.'^ers are spending at a fast^ , 
during 1959 than they were doing a yea. 



3 Spot radio costs are holding firm. Since 
1956, time costs for spot radio have increased 
less than for those of any other national nie- 
dinni. They're up only 2% in three years whereas 
spot tv costs are up 29%. magazines 20%, news- 
papers 13%, according to figures released by SRDS. 



More accounts are using the spot 



Wu medium. Figures for the second quai 
1959 shoiv 14.4% more different adve 
with spot radio campaigns than in the \st qv 
Radio spot is attracting new types of account, 
as toys, books, plus more advertisers per ina 



( f selling our sights on 1960 as 
oiil) a record \ear, but a record 
vtli \ear." 
ut it can'l be denied that llie trend 
p. and the trend is heahhy. Now 
hat are the reasons liehind it? 
'O.nSOr's analysis failed to show 
one strong dominant factor which 
esponsihle, hut there are at least 
solid reasons (study the hox on 
e 29) which are combining to 
Juce a chain reaction, 
ladio itself is healthier. A special 



r('|)ort on summer radio listening !>)■ 
Sindiinger & Co. showed that during 
ihe first six summer weeks more |)eo- 
pie per da\ listened to radio than 
watched tv. And, as we go to |)ress, 
\lberl 1'^. Sindiinger, president of the 
firm is predicting the trend will con- 
tinue through August. This is the 
first time radio has led tv since 19.57 
when it had a brief three week edge. 

New studies on radio's out-of-honie 
audiences (long underestimated by 
some agencies and ad\ertisers) are 



allrarting altentioii. I he I ulse re- 
port on listening at beaches. |)ark-i 
and |)ieiiic grounds, and such recent 
KAH studies as thosr" on tlie-jiib li^- 
leiiing (eight out of 10 busincs> cslab- 
lishnientb ha\ (' one or inorf' radio >ets 
on the |)remisesi ha\e dramatized 
radio's bonus li.^^tening. 

On the sales side, there's been a 
health) growth in the number of ad- 
vertisers using ;-|)ot radio, and on the 
number of dilTerent brands with s|)ot 
{I'lcasc turn to page AG) 



lEADED TOWARD A RECORD YEAR 



lulomolive spending in radio spot will hit 
lew highs in 1959 with Ford's $3.5 million 
anipaigii a hellivether. Violent competition 
new small car field is expected to produce 
upending by Ford, GM, and Chrysler, as well 
foreign mannfactnrers and imiependents. 



^ IMore creativity, and experimenting, in 

III '^P^' radio buying, say many reps. Id- 
rertisers seeking new forms, and ways of 
using medium, like Wheaties 5-minnte sportscasts. 
Northwest Airlines using radio spots in non-origina- 
tion poitUs'. New markets, like Akron, used for tests. 



Roiind-tlie-clock patterns of spot radio buy- 
ing are gaining favor. Leading rep firms 
cite MGM's '^Radio Spectacular" which nses 
IS erery hour from 6 a.m. to midnight, and 
s test of 500 spots a week as examples of 
ind of saturation schedules now being sold. 



USet sales continue at high lerel with nearly 
three times as many radio set.-< sold in 1958 
as tv sets. RAB reports that 1.700.000 
Japanese transistors and 500.000 other foreign radios 
must be added to U.S. industry totals. More personal 
sets in use. Sale of ont-of-home sets alone tops tv. 



Ont-of-honie listening surveys show new 
evidence of radio's power. TO^o of boats. 
30% of tracks, 80% of business firms are 
equipped. Pulse Study finds 40% of groups 



cr/ 
/O 



ches and parks have portables with them; 75 
.• are in use. On-the-job listening reported high. 



<^ Longer flights for radio spot srhednirs 

I M reported to SPONSOK by agencies and rep.s. 

In the pa.st most radio spot was limited to 
3-5 week campaigns. Ao/c an increasing number of 
flights have ]'^-iceek minimnms. Trend seen to more 
serious use of the medium, fewer emergency schedules. 



Ill . niiiiiiiiiiiiiiiiiiiiliiiiii' I iiiuiiii iiiiiiiiiiiiiiiHiiiiiiiiiinimiiiiliiiiiiiiiiiii: ini n iiiiii!iiii;iiiiitiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiin^ i'imiii iiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiil 



HOW TESTS MATCHED NATIONAL SPOT CONDITIONS 




C031MERCIALS were standard filmed commercials (CO's, 20's, 
lO's) of national spot advertisers double and single-spotted dur- 
ing heavy store traffic. Average saturation and semi-saturation 
frequencies were maintained to simulate broadcast conditions 

PROGRAMING was bare-bones skeleton of local format: news, 
weather, household and shopping hints. News was unrolled in 
teletype fashion without audio; tips consisted of simple sketches. 
Baby contest was added (with $5 prizes) as an attention getter 

STORE CHECKS were made at checkout counter for reasons 
why advertised products were purchased. In most cases, shoppers 
were unaware of being influenced by tv ads. Even so, many 
slow-moving items were sold out after tv exposure as "specials" 

HOURS: Tests ran from 11:30 a.m. to C p.m., "prime time" 
for grocery shopping. In slow traffic periods, screen was blank 
or merely showed the time while music played. Possible re- 
sult: New prime time concept in daytime television broadcasting 



.Tillinillul' II' I' mi 'iiii 
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NTA's hush-hush supermarket test 



^ Unpublicized closed-circuit tests of tv impact at point 
of sale siniulates conditions of national spot advertising 

^ Eventual goal : 400 'network' supermarkets locked 
to open-circuit schedule of single station in a market 



u, 



'nder close security wra])s, NTA 
conducted a series of closed-circuit 
tests last week in a Manhattan and 
a Bayoime, N. J. supermarket that 
has implications for advertisers far 
outweighing the usual experiments 
with in-store tv advertising. 

Neither NTA nor the market chain 
used for the test are willing to discuss 
any as])ect of it. But through sources 
close to the experiments. SPO.\SOR 
learns exclusivel) the far-ranging 
goals of the hush-hush tests. 

Here, in a nutshell is what NTA 
planb : 

• No flirtation 7ihatsoever 7cith 



local, closed-circuit operations of any 
sort. The experiments were designed 
to test consumer responses to com- 
mercials presented in the course of 
a normal broadcast day, as an initial 
ste]) in plans for 

• Establishing a national "net- 
work" of 400 supermarkets locked to 
the programing schedule of a single 
station in a market. In short, open- 
circuit television (from 9 a.m. to 
C p.m.) geared primarily to its effect 
at point of sale, rather than exclusive- 
ly to the housewife. 

What does this mean to the ad- 
vertiser in terms of programing 



changes and treatment of comme 
cials on a station beaming to th 
dual audience? i 
Will the same type of commerci' 
be effective (i.e. filmed commercia' 
in the case of most national adve' 
tisers) ? 

What about length of copy an 
double spotting with another foo 
commercial ? 

NTA sought answers to all the: 
questions in its closed-circuit test 
Six recei\'ers were installed for tb 
tests — one in each corner of the supc 
market, one in the center of the bac 
wall, another high and to the left c 
the checkout stand. Telecasting star 
cd at 11 :30 a.m. as store traffic bega 
to get heavy, ran until six. Durini 



slow periods, the screen was blan 
or showed the time while musii, 
played. 

First time out, results were incoii 
elusive because the site (a Daitch 
Shopwcll store on University Plaa 



32 



SPONSOR • 5 SEPTEMBER 195S 



. 'i Manhattan's GreenKich Village] 
,'as not typical in terms of shoi)i)ers 
: attracts (i.e., largely working girls 
r younger wives witlu)ut children, 
II fairly "sophisticated" in their at- 
itudes toward tv advertising). But 
then the test was shifted to a Daitch 
.nit in Rayonnc, N. J. the following 
lay, NTA got its answers. 

Here's how the commercials were 
landled in both tests: 

(1) Type of commercial. Only 
ilmed commercials of national ad- 
ertisers were used (examples: Fresh 
)eodorant. V-Jj Juice. Coca-Cola), 
.engths varied (60 20 and 10 sec- 
mds). No effort was made to ])ush 
he products with any sort of live tag. 

(2) Double spotting. In some 
ases, commercials were double-sjjot- 
ed with other food products, soiiie- 
imes with a toiletry item, occasion- 
dly with a local movie jjlug. 

(3) Frequencies. Tliere was no 
ixcessive repetition of commercials, 
he object being to test in-store re- 
iction to the normal commercial 
frequency of saturation and senii- 
^aturation schedules. 

Results were noted in reactions to 
i variety of products. Significantly, 
1 slow-moving regular coffee brand 
I which usually sells on an average of 
ihree-to-four cans a day) sold out 
two shelves-worth in the Bayonne 
test. As an added hypo, the coffee 
was featured as "today's supermarket 
special." 

An important sidelight: When ques- 
tioned following the purchase of an 
item advertised, few shoppers recalled 
*eeiiig the ad on their tv screen. 

While NTA sifts the results of its 
tests for a national spot "open 8 cir- 
cuit" supermarket network, a rash of 
local closed-circuit operations began 
spurting up again. The following de- 
velopments were reported by Super- 
market News: 

• Store-Video, Inc. begins a two- 
montli test in a Bronx (N.Y.) Grand 
Union store 14 September. Test will 
feature seven -second connnercials for 
"0 products. 

• Sellevision has signed a contract 
to ])ut a set in each of 75 yVmerican 
Stores Co., Food Fair and H. C. Bo- 
hack markets in the New York Metro- 
politan area. 

NTA^ s name for its i)ro]K)sed open- 
circuit operation: Storevision. ^ 



WHAT 
RADIO SAYS 
TO ME 



by ROBERT Q. LEWIS 

Radio is fascinating, not only from 
an entertainment stan(I])oint ■ — but 
from the stations themselves, «hose 
call letters express an endless variety 
of thought, deed, action to suit any 
mood. For young people, intent on a 
radio career, here are a list of sta- 
tions. Ap]3ly to the ones most suited 
to your temperaments or desires. 

For instance, if you long for suc- 
cess, WISH (Indianapolis, Ind.l 
should be your cup of tea. If you're 
the flirty type, there's WINK (Ft. 
Myers, Fla.) or WINX (Rockville, 
Md.), which could get you KIST 
(Santa Barbara, Cal.). 

Talkative folk should apply at 
WIND, which is naturally in Chicago, 
and if you enjoy burning the candle 
at both ends, try WICK (Scranton. 
Pa.). 

If you're in no particular hurry, 
there's WALK (Patchogue, N. Y.) 
and WAIT (Chicago). Men of action 
should investigate WHAM (Roches- 
ter, N. Y.) , WHEE (Martinsville, Va.) 
and WHIZ (Zanesville, 0.). 

Don't like your present climate? 
Try WARM (Scranton, Pa.) or KOLD 
(Yuma, Ariz.), and if money is what 
you're after, there's KOIN (Portland, 
Ore.) and KASH (Eugene. Ore.). 

If you KARE (Atchison, Kans.) 
for comfort and vittles. there's KOZY 
(Grand Rapids, Mich.), and KOOK 
(Billings, Mont.), KALE (Richland. 
Wash.). KAKE (Wichita, Kans.) and 
KORN (Mitchell, S. D.) on the KOB 
(Albuquerque, N. M.). 

Like to ask questions? You'd be a 




natural for WHO ( Des Moines. 
Iowa), WHOM (N. Y. C). WHAT 
(Philadelphia), WHEN (Sxracu^e. 
N. Y.) or WICII (Norwich, Conn. t. 

You can be WILD (Boston, jMass.). 
KALM (Thayer, Mo.) or KOV 
(Phoenix, Ariz.), and if you're ill. 
get WELL (Battle Creek, Mich.) in 
a WEEK (Peoria, lib). 

If you're the informal tyi)e, you 
can KOMB (Cottage Grove, Ore.) a 
KOYL (Odessa, Tex.) while announc- 
ing your station's KALL (Salt Lake 
City) letters. 

All right, KEED (Springfield, 
Ore.), don t complain. You could be 
in a KOMA (Oklahoma Citv) or 
KAWT (Douglas, Ariz.) in a KAXE 
(Carlsbad, N. M.). 

If you're KEEN (San Jose, Cal.) 
on the outdoors, you can fly a KITE 
(San Antonio) or KICK (S])ring{ield, 
Mo.) a football, and if you're a night- 
owl, try WHOO (Oriaudo, Fla.). 

And if you're as weary of all this 
as I am. just WA\'E (Louisville. Ky.) 
goodbye, and reach for some relaxa- 
tion with a KOKA (Sbreveport. La. I 
KULA (Honolulu) ! ^ 



SPONSOR • 5 SEPTEMBER 1959 



33 




JELL-0 Chinese baby commercial illustrafes 
humorous approach to hard ssll on flavor 



WHEN TO USE HUMOI 
IN TV COMMERCIALS 



by ARTHUR BELLAIRE 

v.p. of radio/tv copy at BBDO 



H. 



unior is one of the most interest- 
ing, yet least understood, types of 
television advertising. For any ad\ er- 
tiser determined to have his commer- 
cials noticed, talked about, and even 
praised, humor, well-handled, is a 
sure-fire formula. An amusing com- 
mercial is a relief to the viewer. It 
entertains him. It makes the selling 
message easier to take. It elicits his 
fa\ orable comment. Precisely to uhat 
extent it sells him varies with each 
product. 

"But there is nothing funny about 
our sales story," says one advertiser. 
''If we don't play it straight, how can 
wc expect the customer to take us seri- 
ousl) ? 

"Aha," says another. "Here's my 
chance to move in with an 'off-beat' 
approach while my competitor is beat- 
ing the customer oAer the head!" 

^^'it in advertising antedates com- 
mercial television by many ) ears. 
Will Rogers poked fun in all direc- 
tions in writing advertisements for 
Bull Durham. The famous Chic Sale 
laxati\e series would be daring even 
today. 

In 1927 one observer wrote: 
"Advertising has taken itself too 
seriously. Manufacturers seem to 
think their baked beans, non-metallic 
garters, windshields and folding um- 
brellas are as much a life-and-death 
matter to the public as to them. The 
light touch, the sense of proportion, 
have been missing. After all, fun is 
])art of existence and has its place in 
any kind of literature, even the coni- 



^I9r>9 by Arthur ISellairf; 

bj lionnfssiou of llaiper & Bros 



mercial kind, so why not crack a joke 
occasionally in paid space?" 

At about the same time Clinton M. 
Odell of the Burma-Vita Company 
confronted with the problem of ad 
vertising Burma-Shave, had already 
spent a considerable sum in cam 
paigns of one kind or another w ith 
out notable success when he decided 
to test a new idea— the placing of a 
series of road signs at short intervals, 
each carrying a few words of a se- 
quence to give automobile drivers and 
passengers a smile along with a light 
selling message. 

"Experts" of the day predicted the 
signs would be a waste of money. Ad- 
vertising, they reasoned, must prove 
the superiority of a shaving cream 
with statistics, testimonials or the old 
"smiling face" at the top of the col- 
umn. 

But Mr. Odell bought up some old 
lumber, cut it to size and planted the 
road signs anyway — six in a series. 
One read: 

Does you husband 

Misbehave? 

Grunt and grumble 

Rant and rave? 

Shoot the brute some 

Burma-Shave. 
Standard Oil, Flit, Socony, Venus 
F'encil, 3-in-l Oil, and Dole Pine- 
apple were also among the early users 
of humor. Proponents of the new 
fun approach were calling for more. 
"Advertising does not have to be 
cloaked in sackcloth and ashes," cried 
one. "The most ennuied yawns in this 
world are elicited from serious ad- 
vertisin"," claimed another. A third 



even tried to list those advertisd 
who could not successfully use hunu 
in their advertising. AH he cou 
think of were undertakers, charitabi 
organizations, insurance companit 
and churches. "And," he adde 
"maybe some of these could use it 
Yet proportionately few advertise 
have capitalized on the risibility / 




CHEVRON gas commercial demonstrates ho^ 
comic action may be based on serious reasort 



the buying public down through thj 
years. 

The most talked-about connnercia; 
of early television was the weekly Sic 
Stone pitchman act for Texaco on the 
Milton Berle program. While thi:| 
series appealed to many as extremeh 
funn). it could hardly be called the 
forerunner of the humorous comnier 
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al as. we know it today. Almost tlie 
rst tliree-(|iiarters of Stone's act coll- 
ated of irrelevant routine of fun for 
Jin's sake anil bore no relationsiiip 
■hatsoever to tlie product iieing; ad- 
ertised. Today's liuinorous coinnier- 

fials are a more iiannonious l)lend of 
lirtii and selling from start to finish. 
True to tradition, the light ap- 
roach to tv commercials remains, 
( nd will probably always remain, the 
^ xception rather than the rule. Sur- 
irising it is, however, that more ad- 
ertisers do not investigate this route, 
oiisidering the marked success cer- 
ain products can attribute to it. 

It is also interesting to note that, of 
lie minority of advertisers who have 
hosen the comical mood for their 
elevision campaigns, many have ^ 
aaved with it and applied it to their 
irint media as well. 

yiosl humorous campaigns in tele- 
.ision employ cartoon animation as 
I he main visual technique. The Chi- 
' lese baby trying desperately to eat 
leli-0 with chop-sticks, the motorist 
•o in love with the Chevron Supreme 
gasoline pump that he rips it out and 
akes it home in his car, the father 
resorting to every trick in the book 
to persuade his child to eat Maypo — 
these are but three of the delightful 
■'gems" executed in animation. 

It is a bit more difficult to make 
humor "come off ' in live-action com- 
mercials. Where real people are in- 
volved, the whimsy is more forced 
and often more short-lived. This is 
not to imply that an effective commer- 
cial cannot be built on live-action 
comedy, but more seem to fail bv use 
of this technique than by use of ani- 
mation. 

Humor is not alone style, not mere 
juggling with the incongruous and 
ihe ridiculous. Humor is an art, and 
when combined \vith salesmanshi]) it 
becomes a form of persuasion that 
stands out in advertising. A trulv 
humorous commercial, executed in 
good taste and including just the right 
amount of sell, requires skill to create. 

Humor, it has been said, lies more 
in the power to see realities behind 
outward appearances than it does in 
the power of expression. "The hu- 
morist needs intuition more than in- 
tellect." The copywriter needs bolli. 
plus a knowledge of the princi|)les of 
selling, plus the power of expression. 
The television audience, it should be 
reiiiendjered, is expo«ed to coniedv 



Arthur BelUire 



.^hows regularly, and an) thing less 
"tlian a professional job is not likely 
to impress. 

A humorous commercial consists of 
more than funny little characters 
rushing around madly. It must begin 
where all good advertising begins — 
with a selling idea. Conceiving such 
ideas and ap|)lving them to everyday 
products take? some doing. 

Probably the most overworked 
phrases in the business of tele\ ision 
advertising are "hard sell'' and "soft 
sell." The former is used to refer to 
the straight, factual, reason-why ap- 
proach: the latter, to encompass the 
lighter styles, including humorous 
commercials. 

Charles H. Brower laid both ex- 
pressions to rest when he observed. 
" There is no such thing as 'bartl sell' 
or 'soft sell.' There is only 'smart 
sell* and 'stupid sell.' " 

His point was that any effective 
connnercial or advertisement results 
from serious "hard sell." regardless 
of the approach. Good-humored 
warmth simpK breaks down the bar- 
riers betw een ad\ ertiser and consumer 
and builds up a state of positive 
friendliness and trust -even gratitude 
and generosity. 

There can he no general rule for 
selecting or rejecting humor for anv 
s|)ecific commercial since much de- 
pends upon current conditions and 
the cleverness of the proposed con- 
cept. These are the exce|)tional situa- 
tions where humor rates studied con- 
sideration : 

1. For products whose television 
Cf)mmercials enjoy sufficient fre- 



"TF AnyiiliTlSlSG A 

Handbook of Modem I'raclice ' 
(Harper * Bros., \.y.C., 292 
/)/«,. SO.^O) is a new hook by 
Arlliur liellaire, v. p. of Iv radio 
copy al HBDO. The slorv on 
ihese pages is a condeiisalion of 
one of ils 17 cliapiers. 1 1 is 
nrillen for advertiser, fl^c/irv- 
nian, station and netuork man. 
producer, copyii riler. actor, an- 
nouncer, student. Foreword is 
by Henry //, Scliaclile. r.xecu- 
live v. p. of Lever Brothers Co.. 
and chairman of the A.\ I. 



queue) to register a new lightliearted 
image on a broail scale. 

2. For jjroducts whose primary a|)- 
peal is taste. 

3. For products which have lacked 
new features over a number of }ears. 

I. For |)rodui'ts needing a >.har|) 
change-of-|)ace in their ad\ ertising. 

.5. For |)roducts lacking significant 
exclusive features or other marked 
advantages over competing products. 

G. For |)roduct« which suggest fun 
and pleasantr) in their usage. 

7. For products which do not rely 
on their selling on detailed liv e-action 
demonstrations. 

Once he decides on a humorous 
cam|)aign in television, the advertiser 
should also decide to give it a fair 
(Please turn to pag:c Ki.) 



RAID dnimafion mdde bugs neifher foo cufe 
(fo be killed) nor too realistic (to repel) 
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PRIZE PLATTER: Robert SmailwoocJ, board clialrman of Tea Council (center) presents iced tea e. t. for 1959 to Leo Burnett Co. admen- 
execs. Guy S. Safford, v.p. and account supervisor and Charles M. De'ing, account exec. Tea Council commercials won John Blair award; 



Iced tea heats up 29 markets 



LAST OF A 
SIX-PART SERIES 




^ Entire $500,000 ad budget for iced tea campaign of 
Tea Council is invested in radio in 29 major markets 

^ Strategy behind campaign is to reach housewives 
with soft-sell reminders at moment of 'beverage-decision' 



almost any given afternoon, at 
some time between 3:30 and 0:30 
p.m., the average American housewife 
is in her kitchen preparing the eve- 
ning meal. It is a propitious moment 
for someone in the tea business to 
suggest she "drink iced tea more 
often." that she serve it tonight at 
dinner. All she has to do is get out 
the tea caddy and put the water on to 
boil. 

Perhaps one day in the week the 
housewife is not in her kitchen at 
that time of the afternoon, but rather 
out in the car with her family fa Sun- 
day, for instance). But the chances 
are very good that they will be 



pulling ill to a restaurant shortly, and 
again a reminder to "have iced tea 
today" packs a lot of motivation. 
The cooling glass of tea is as near at 
hand as the waitress. 

This is the capsule advertising 
strategy of one of radio's most in- 
teresting clients — Tea Council of The 
U.S.A.. Inc. Leo Burnett Co.. of 
Chicago, is the Council's advertising 
agency. 

For the third straight year, this 
organization has invested its entire 
iced tea ad budget in spot radio. 
This year's investment since 15 May 
has been more than $500,000. 

It has bought the Tea Council late 
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fteriioon satuictioii on nearly 100 
adio stations in 29 major markets, 
"lecjuency of announcements ranges 
rom 65 to 1 15 spots a week, depend- 
ng on the market. Announcements 
ire scheduled lietveen 3:30 and 6:30 
n the afternoon, seven days a week. 

■'Radio was originally chosen to 
uount the ieed tea ofrensi\e," says 
Robert Sniallwood, board cbairinaii 
)f the Tea Council, "because it ful- 
fills the following criteria for media 
•election: It reaches great numbers 
(jf people, particularly housewives, at 
a time when action can be effected, 
and reaches them with sufficient fre- 
quency and urgency to produce that 
action. 

"More specifically," Smallwood 
)ntiuucd. "the Council feel? that 
radio beams to hordes of housewives 
in the afternoon at home, where they 
can conveniently prepare ieed tea for 
the evening meal. 

"In addition, the Council is inter- 
ested in the 'bonus' that radio pro- 
vides with its out-of-home audiences 
— in ears and recreation areas where 
iced tea is easily accessible at restau- 
rants and other eating places." 

The Council's radio effort on behalf 
of ieed tea is an important part of its 
over-all promotion of tea consump- 
tion in the U.S. The Council was es- 
tablished in 1950, was reorganized 
three years later. Leo Burnett Co. 
has been its agency since the be- 
ginning. 

It is a non-profit international part- 
nership between the governments of 
India, Ceylon, and Indonesia, and the 
U.S. tea trade, dedicated to wagins; 
tea's competitive fight for increased 
sales and consumption. 

How successful have its efforts been? 
The answer to that is in these rather 
impressive statistics: 

At present, the U. S. is the second 
largest tea-drinking nation in the 
world, consuming more than 30 bil- 
lion cups annually. Since the Council 
was begun in 1950, consumption of 
tea in this country has been on a 
continual upswing. The net gain in 
consumption since 1951 has been 
more than 20'T. Total tea sales in 
the U. S. for 195o are estimated at 
o\er lOo million pounds. 

This year's iced tea radio campaign 
was launched on 15 iMav in Atlanta, 



P-O-P's LIKE THESE HELP DRIVE 




Why don't you have 




more often? 





Thai extra iiui^h: Shown ahove are three examph-s of point-of-puieha^e 
merchandising used hy Tea Council to support its radio iced tea campaign. 
The Council, e.stablished nine years ago, leaves nothing to chance in pro- 
moting both iced and hot tea, nor doe> it^ agency, Leo liurnett \\\w ha« 
serviced the account ^ince the hegiuning. Result: the U. is the world's 
second-largest consuiuer of tea, drank more than 30 billion caps la»t \oar. 
Sales in tliis country for 1958 are estimated at 108 million pound>. reproseiu- 
ing a net gain in exce-s of 20'/c since the Council was hegun. Railio played 
hig role in gain: commercials ha\e hecome among most liked, best recalled. 
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RAB'S KEVIN SWEENEY SAYS ... | 

s 

"The Tea CoiniciVs problem is = 
o?ie of building and maintain- 5 
ing an 'image,' rather than Z 
selling a specific brand. Cer- z 
tainly its success ivith radio 
proves the insdiuin's ability to 
do this — effectively, entertain- 1. 
ingly. In creating a simple, 
listeuable jingle, the Council 
has acquired a powerful asset, 1 
one that can be used again and again for years to come. j 
'Simplicity and repetition was our campaign keynote,' T. 
says Council chairman Robert Smallivood. 'And we : 
selected radio because it reaches great numbers of peo- 
ple, particularly housewives . . . and reaches them rvith 
sufficient frequency and urgency to produce action.' 
Not all jingles may wind up being a No. 1 request tune, 
as the Council's did, but it's clear that the right sound, % 
repeated often enough on radio, can build up awareness !! 
quickly and at low cost. This is what radio promises." - 

i ' ..• "\» : lilililllllilil!' ^ ill:' ' 111 1,11 ]v ,„Ui<.. llli>i„ iii, w „i :llll j\ ^ 




Birmingham, Dallas, Fort Worth, 
Houston, San Antonio, Memphis, Mi- 
ami. Greenshoro. New Orleans and 
Charlotte. By 1 June. Burnett and the 
Tea Council decided the warm front 
of iced tea weather had moved suffi- 
ciently northward to add these mar- 
kets; Louisville, Nojrfolk. Richmond, 
St. Louis, Baltimore, Washington, 
Cincinnati, Indianapolis, \ew York, 
Philadelphia and Pittsburgh. Two 
weeks later, the campaign was in full 
swing with the addition of these eight 
markets: Boston, Buffalo, Chicago, 
Cleveland, Detroit. Los Angeles, Prov- 
idence and San Diego. 

Ke) note of the iced lea campaign, 
according to Sniallwood, is simplicity 
and repetition. "Basicall) ," he points 
out. "our job is not to sell people on 
iced tea because there is no appreci- 
able consumer resistance to our prod- 
uct. Almost everyone likes iced tea. 
\\'bat we have to do is simply to re- 
mind people to prepare and order it 
— our major target being the housc- 
w ifc. 

'"In line with this reminder policy." 
he continued, "we have been using the 
same music since 19.57 together with 



the same basic h ric: "Why Don't You 
Have Iced Tea More Often? Why 
Don"l You Have Iced Tea Tonight?" 

This )ear. the Council and Burnett 
continue to build on the public's fa- 
miliarit) with both words and music. 
(In a test last ) ear. more than CC/f of 
the persons interviewed had no dif- 
ficulty filling in the blanks of Why 

DorCt You Have More 

Often?) 

The only things that have been 
added to this )ear's commercials 
are some new musical arrangements 
and variations on the lyrics. The ar- 
rangements are Italian, Oriental, 
French. Hawaiian and Viennese with 
the 1) rics sung in those languages. 
There also is another arransenient 
to the commercial tagged as "Boston 
Pops." 

Sa) s Sniallwood, "We are keeping 
lyrics to a minimum, gambling that 
the song is so familiar by now to aud- 
iences." The bet is sure-fire. 

The Tea Council commercials come 
in all sizes: Minutes, 30 seconds, 20 
seconds and 10 seconds. In some mar- 
kets, the iced tea commercial jingle 
has become a favorite request item ; 



on man) stations il gets the "bonuM 
of extra mention by d.j.'s and ail 
nouncers, frequend\ earning a plulr 
before and after the announcemei" 
itself. 

Outstanding in the creative con, 
mercial approach to Tea Council covn 
mercials is the soft sell. "In our con 
paign." says Smallwood. "there is a | 
entertainment reward for listening ' 
there is pleasure and the projeclio 
of a bright, happy image of th 
product." 

At client headquarters in Ne 
York, guiding the advertising strat 
gy are Robert Smallwood, boar 
chairman of the Tea Council an 
John Anderson, director of adver 
tising and promotion. As SPONSO 
goes to press, Anderson has been pro 
moted to executive director of the Te 
Council, but in this new post will still 
continue in charge of advertising. 

In Chicago, at Leo Burnett Co.- 
the strategy team is headed h)' Guy S. 
Saffold. vice president and account 
supervisor, and Charles W. Dering, 
Tea Council account executive. As is 
the case with all Burnett accounts, the 
client has the services of the entire 
agenc)' facilities in both copy and 
media. 

In addition to its iced tea radioj 
advertising campaign, the Council 
promotes both iced and hot tea 
through research, merchandising, pub- 
licity and promotion. In advertising 
iced tea. radio is the sole medium; 
for hot tea, Iv is used to the tune of 
more than SI million a year. 

Strategy behind this decision of 
division of budgets shows through. 
Hot tea — in direct competition with 
hot coffee — can use the extra impact 
of tv demonstration. Iced tea, on the 
other hand, needs no hard sell — just 
a reminder often enough' at the right 
times. This is what radio can do 
most economically. 

Public relations for both iced and 
hot tea is handled by Fred Rosen 
Associates, Inc. The entire budget for 
every phase of tea's unrelenting cam- 
paign is in the neighborhood of $2.25 
million this )ear. 

As Smallwood puts il, "Another 
factor in the Council's continuing 
selection of the sound medium is the 
latter's 'oft-touted frequency' which 
in iced tea's case is particularly neces- 
sary because of the reminder quality 
of the sell and also because of budg- 
etary consideration".' ^ 
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Hot questions media 
men want answered 



FCC HEARINGS: What is the import^ilce of 
tv program control to an advertiser's'media 
plans? Exactly what should the agency's 
role be in tv buying? Should networks be 
licensed by the FCC? Were hearings needed? 



I his week, the desk of Dave Kim- 
ble at Grey Ad\ertising prohahly 
contains some of the hottest corre- 
spondence )ou'll find in one in-box 
at any agency in the country. 

Tenor of the letters indicates all 
too clearly that the past summer 
brought no vaeation from the burn- 
ing questions that beat down on me- 
dia men like the August sun. How 
does Kimble eome by these letters? 
He's chairman of the upcoming time- 
buying and selling seminars whieh 
the Radio & Television Executives 
Soeiety is holding for the sixth year 
in Manhattan. 

SPONSOR sifted through this corre- 
spondenee for some elues to just what 
questions are gnawing at media men 
and the men who sell them time. 

There's no doubt the FCC hearings 
are still a hot issue with man)-. One 
agency media head wants to know 



jus^t what role control of t\- jirograni- 
ing ]ila}s in an advertiser's media 
l)lans, suggests that the media direc- 
tor of a leading soap com]5an} put it 
on the line. Another suggestion: 
that the media chief of an agency 
with large soap billings spell out just 
"what agencies should do in t\' buy - 
ing.'' Still another suggestion: that 
a network head and certain stormy 
petrel among station group owners 
debate "should tv nets be licensed?" 

y\imed at rippling the i)lacid sur- 
face of many a timebuyer's and sell- 
er's attitude toward "station pluses.'" 
one agency man poses this one: 
"Show us just how reliable station 
promotion packages (involving give- 
aways, etc.) are." More and more, 
some representatives seem to be chaf- 
ing under station merchandising poli- 
cies that often make their services 
{Please turn to page 67) 



SELLER'S SERVICES: What should an agency 
expect from a network or large rep in way 
of competitive information? Just how re- 
liable are station promotion packages? 
More information on station group selling 



RADIO BUYING: Is rate cutting most preva- 
lent in sports? In triple spotting, how 
much effectiveness is lost because of poor 
programing? Radio deserves a voice at the 
conference table. Does music mean ratings? 



TV BUYING: Will use of tape be a factor 
in major market tv in 1950? Are feature 
movies most effective late night buys? 
Saturation formula — myth or mathematics? 
Are merchandise deals eliminating the rep? 



BUYING ETHICS: Are news shows exceeding 
number of products an advertiser can buy 
in 15 minutes? Are feature film shows 
jamming too many competitivs products 
into an hour? What forces rate cutting? 



GETTING AT ANSWERS, Hmebuyers and sellers will again use RTES seminars to air viewpoints, challenge issues. Preview of what they're 
aslcing indicates heated sessions are in store for series beginning 10 Novennber. RTES draws on entire country for speakers at weelcly nneetings 
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^ Tire company ups spot tv budget to $800,000, uses 
-5-12 spots per week, seeks prime time minutes, $2 cpm 

^ Strategy contributes to 47% sales rise; copy has 
high memorability, strong dealer merchandising appeal 



^% tire manufacturer excluded from 
original equipment contracts must 
rely on one of two basic strategies to 
market his product: 1) price or 2) 
superior quality. 

Armstrong Rubber Co., West Ha- 
ven, Conn., takes the second course. 
It uses a safety story with strong 
dramatic demonstration and plans 
campaigns designed to keep 10,000 
local dealers enthusiastic and loyal. 

In a way, Armstrong competes with 
itself. Ranked sixth among tire pro- 
ducers, Armstrong is, in fact, the 
largest supplier to Sears Roebuck, 
whose All-State brand holds fourth 
place in popularity, largely because it 



is based upon a strong price appeal. 

Informed tire industry sources esti- 
mate Sears gets about 80'"^ of Arm- 
strong's production, that the Arm- 
strong brand name accounts for 
about 30% (or S27 million] of the 
company's $81 million yearly sales. 

Over-all, Armstrong sales have 
gone up 47% in the last five years. 
C.8% last year. The Armstrong brand 
comes in for a healthy share of this 
jump as the end effect of a local 
media strategy geared to increased 
use of tv as a selling and merchandis- 
ing medium. 

Last year alone, sponsor estimates 
that Armstrong spent roughly $300,- 



000 in spot tv. Chief watchdogs over 
this ad budget: the company's agen- 
cy, Lennen & Newell, and Armstrong's, 
ground-covering, hard-bargaining ad 
manager, Leo Sklarz. 

According to Sklarz, the followingi 
are indispensable in building strength 
at the local level: 

• Prime time minutes scheduled 
after 6 p.m. to reach as large an adult 
audience as possible. Says Sklarz: | 
"Since we cannot tell our story and 
include a 10-second dealer tag in less 
than a minute, we need prime time as 
well as fringe time minutss." He finds 
them in packages, participations and 
through outright bargaining, says 
they're available to admen who will 
take the trouble of visiting stations 
personally to get them. (Sklarz tries to 
call on most of the 82 stations in 
Armstrong's 63 television markets.) 

• Weekly schedules oj five to 12 
announcements. This schedule prevails 
except in large cities — such as San 
Francisco. Los Angeles and New 
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TV INCOME: MULTI-STATION MARKETS 



York — which re(]uire from 17 to 19. 
Inasmuch as Armstrong's national 
budget is detenninecl by an advertis- 
ing/pales ratio, individual market 
costs are adjusted within the basic 
budget, but never deliver below a 
schedule of five-to-six spots per week 
in Class A and B time periods. 

• Dealer lags on all spots. Buying 
of stations in larger markets departs 
from the basic schedule largely be- 
cause dealer tags are used on all s])ots. 
and frequency of dealer mentions is 
desirable. Thus, the number of deal- 
ers within the coverage area of a tv 
station becomes a big factor, since it 
is not always possible to buy the high- 
est rated No. One station in a market. 
New York City, for example, with 
seven tv channels and the highest vol. 
ume of Armstrong sales, needs a 
larger number of announcements 
weekly than the basic five to six. The 
New York area also has some 20-25 
distributors whose tags are rotated 
as frequently as possible." 

• $2 cost-per-] ,000. For all mar- 
kets, large, medium and small, the 
firm maintains a epm of $2. Based 
on industry cost rises of 7 to 8%, it 
is considered in line \vitli the Si. 92 
epm of 1958, the SI. 66 of 1957. 

• Some sports participations. The 
only departure from the after-6 p.m. 
rule. Usually a baseball participation 
on a weekend afternoon particularly 
desirable for this type of product. 

Currently, spot tv accounts for 65% 
of the Armstrong brand budget; con- 
sumer magazines, 25% ; trade papers, 
5%; farm papers, 3%; and about 
2% for production. 

"About seven years ago Armstrong 
conducted a test of spot television in 
the six western states included in its 
Western Division. Up until that time 
advertising had been confined pri- 
marily to magazines and trade papers 
on a national basis. The success of 
this test with both the trade and con- 
sumers was so impressive that the 
company extended its use of televi- 
sion throughout the country." 

At the same time, Armstrong ex- 
perimented with ways to put its 
sales message across. "We found 
minutes worked best," Sklarz says. 
"Copy appeal is based on research 
which showed us that the feature 
most desired in a tire is safety. To 
demonstrate the patented safety fea- 
ture of Armstrong tires, a visual de- 
{Please turn to page 67) 
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TV MARKTTS 



Colo. 



All)any-Schenectaily-Troy, N. V 
Alljuqiifrquc, .N. -M. . 
Altoona-Jolin.stouii, I'a. . . 
Amarillo, Tex. 

Atlanta, Ga. 

Hahimorc, Md. . 

Boston. Mass 

Butlalo-Niagara Falls, N. Y. .. 
Cape Oirarclcau, .Mo. Paducali, 
Odar Rapids-Waterloo, Iowa . 
(^harleston-IInntington, W. \'a., 
(Chattanooga, Tenn. ... _ . ... 
Chicago, III. . .. 
Cincinnati, Ohio . . 

Cleveland, Ohio 
Colorado Springs-Peulilo 

(Columbus. Ohio 

Uallas-Fort Worth, Tex. . . 

Denver, Colo. 

Des AIoines-Ames, Iov\a 

Detroit, Mich. - - 

El Paso, Tex. 

Evansville, Ind.-Henderson, Ky. . .. 
Flint-Lansing Bay (City, Mich. . 

Fort Wayne, Ind 

Fresno, Calif. 

(ireen Bay, Wise 

Greenville, S. C.-Ashville, \. C. 
Ilarrisburg-Lancastcr-York, I'a. . 

Hartford-New Haven, Conn 

Honolulu, Hawaii 

Houston-Galveston, Tex 

Indianapolis-Bloom ington, Ind 

Kansas City, .Mo. 

Knoxville, Tenn 

Las ^'egas-Henderson, Nev. 
Little Kock-Pine BlufI, Ark. 

Los Angeles, Cal. 

Madison, Wise. _ 

Memphis, Tenn 

Miami-Fort Lauderdale, Fla. 

Milwaukee, Wise. _ 

Minneapolis-St. Paul, Minn _.. 

Mobile, Ala.-Pcnsacola, Fla 

Nashville, Tenn . 

New Orleans, La. _ 

New York City, N. Y. . . 

Norfolk-Newport News, \'a. 

Oklahoma City-Enid, Okia 

Omaha, Neb. 

Orlando-Daytona Beach, Fla 

Peoria. Ill 

Philadelphia, Pa. . . 

Phoenix-Mesa, Ariz 

Pittsburgh, Pa 

Portland-Poland Springs, Maine 

Portland, Ore 

Richmond-Petersburg, \*a. 
Roanoke-Lynchburg, Va. 
Rochester, Minn.-Mason City, Iov\a 

Rochester, N. Y. . 

Sacramento-Stockton. Cal 

Salt Lake City-Provo, Utah 

San Antonio, Tex 

San Francisco-Oakland, (Cal 

Seattle-Taconia, Wa.eh 

.'^onth Bend-Elkhart. Ind. 

Spokane, Wash. 

Springfield-Champaign, III. . 

St, Louis, iMo. 

Tanipa-St. Petersburg, Fla 

Tuscon, Ariz. . 

Tnlsa, Okla 

Washington, D. C. 

Wichita-Hutchison, Kans 

Wilkes Barre-Scranton, Pa 

Youngstown. O.-New Castle, Pa. 



Ky 

Ashland, K). 



TOTAL 77 MARKETS 
MARKETS LESS THAN 
GRAND TOTAL 
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NOTKi 'I>>tal revenues consist of total time sales Ies« ronuntsstons plus Inlenl and i>roKram sales, 
stations In Ihls market oiwratcd a full year during 195S. ADDITIONAL NOTB: Walluku, Uawall. 
majkel, not Included due to Incompleteness of report. Only 1 of 3 sl-llons lenortcd. 
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DAY VS. NIGHT TV AUDIENCE! 

^ Charts in SPONSOR'S Air Media Basics reveal some 
inij)ortant differences in reach, audience composition 

^ Here are handy rules-of-thunih for timehuyers and 
account executives, derived from Nielsen tv studies 



I he golrimiiie of factual informa- 
tion in spo.nsok's 13tli annual Air 
Media liasics continues to amaze me- 
dia men and ad managers uho have 
been digging into this 224-page "use 
book.*' 

Typical of the data it contains are 
these three charts on day and night 
tv audiences, prepared by A. C. Niel- 
sen. A thoughtful stud) of these 
charts rcAeal? such highly important 
and useful generalizations about the 
nature of the television medium as 
the following: 

• Both day and night tv reach a 
sizable jiercentage of total tv homes 
in the course of a given week. 

• Nisht tv. however, reaches a 



higher percentage (94.2) than does 
daytime (85.1). 

• Total night-time ^•iewing hours 
are ahnost double those in daytime 
(990.866.000 night vs. 458.972.000 
day). 

• The average amount of night 
time viewing per home per week is 
24 hrs. 15 min. For daytime — 12 
hrs.. 42 min. 

• Tv viewing at night is spread out 
fairly evenly among all homes. Tv 
daytime viewing tends to concentrate 
in a smaller number. 

• IXighttiine tv offers an advertiser 
great reach for "coverage") while 
daytime gives an advertiser greater 
frequency of impression. 



• Young families are the heaviej 
tv viewers, day and night. 

• Large families do more viewinj 
than small families, during both daj 
and night. 

Other equally important conclu 
sions can be drawn from a furthe 
study of these and the more than 20( 
other charts to be found in Air Medii 
Basics. 

If you have not received a copy o 
this valuable book, or if you neec, 
extra copies of the Radio Basics, T^ 
Basics, or other sections, please writi 
to SPONSOR, 40 E. 49th St., New Yorl 
17. Single copies of Air Media Basici 
are $2 and we will be glad tt 
quote quantity prices. ^ 
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459,972 
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Assembled from Nfelsen data, based on 2-8 March 1958 report, this chart gives a profile of tv viewing. To com- 
X'llC pile, all homes were first ranked by weeUy hours of viewing, starting with the heaviest and proceed^ 

total ""^ down to the lightest viewers. The list was then divided Into five equal parts (quintiles) and the average 

ICCC/iflf viewing hours per week of each group was determined. Note in comparing the night and day bars, that the' 

heaviest night viewers accounted for 30% of total viewing, whereas the 20% of heaviest daytime viewers ac- 
(ittamm,^ counted for 46%. Also that night viewing, compared to day. Is relatively evenly distributed among all groups 
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This chart uses the viewing quintiles as shown in the "Total weekly audience" chart. It breaks down the 
heaviest viewing 20% (and the next and the next, etc.) by the age of the housewife in the family. Note how 
homes with younger housewives predominate in the heavier viewing groups, while those with women over 50 
make up a greater share of the lighter viewing quintiles. Incidentally, these breakdowns are for "age of house- 
wife In the family" but do not necessarily mean that the woman herself was viewing. They are, however, a gen- 
eral indication of the age of the family. Apparently tv's greatest appeal both night and day is to the under 
50 groups. There seems to be no significant difference in pattern between night and daytime viewing in this kind 
of breakdown. Incidentally, the classification "none" me^ns the woman works and so is not at home during the day 
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Again this chart uses the "heaviest to lightest" quintiles from the chart oi Total Weekly Audience. Here, how- 
M'^CClcIy ever, the various 20% groups are broken down by size of family. A study of these figures shows clearly that 

(f If (Iit>||C0 homes with larger families do more fv viewing both day and night than those with only one or two members. 

Jjy '* '"t^f^'t'^g "o*^ 'li^f though small families (1-2) account for 31.3% of the cumulative nighttime audience, 

ffllllill ^o^m only a small fraction (I5.3''[>) of the heaviest viewing group. As in the C2se of "Age of Housewife" 

breakdown, there seems to be little significant difference between night and day viewing, according to family slie. 
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With new approaches to public service, SPONSOR ASKS: 



Is public service programing 




Station people air their views on 
public service programing stream- 
lined to build audiences, its im- 
pact on listeners and sales value 

Frank Tooke, gen. mgr., WBZ-TV, 

Boston 

Two years ago, WBZ-TV produced 
a season-long public service project 
called Let Freedom Ring. We were 
able to sell either individual shows 
or a series of programs in prime time, 
gratified that so many stanzas de- 



Yes, if as well 
produced as 
other station 
programing 



signed to support an over-all objec- 
tive were not only bought by adver- 
tisers but drew healthy ratings. 

One of the series, for example, 
showed how our American heritage 
has influenced music. Several tele- 
casts were devoted to jazz and these 
became a package for a regional 
food manufacturer, receiving excel- 
lent attention from the press. 

Another ambitious series under the 
public service umbrella was devoted 
to encouraging interest in science 
among high school and college stu- 
dents. IBM purchased 13 weeks to 
recruit engineers and scientists. 

Today, we offer for sale, as a 
matter of course, all our programs. 
Merchants National Bank is currently 
sponsoring American Forum of the 
Air in prime time. Since 1950, WBZ- 
TV has been airing Starring the 
Editors in an early evening slot; it 
has proved to be an excellent vehicle 
both for hard sell commercials and 
institutional advertising. 

One-time shows are also scheduled 
in maximum viewing hours with suc- 
cess. Films such as "The Russian 
Revolution" and "The Secret Life of 
Adolph Hitler" were a little difficult 



to sell, but the clients who bought 
them were highly gratified. 

To schedule and sell a public serv- 
ice program, you must ask yourself: 
What audience are we trying to 
reach? Is the subject matter timely 
and important? Are we in an area 
which provides enough big adver- 
tisers who could be expected to help 
us? And most of all: Is the public 
service show as well produced as the 
station's other programs? 

If a public affairs program has 
imaginative planning and creative 
production and provides the audience 
with excitement, variety and show- 
manship, then it most certainly can 
be sold. But, without all of television's 
essential ingredients it won't get sold, 
and it doesn't make much difference 
whether you try to move it off the 
shelf in prime time or at 8 a.m. 
Sunday morning. 

A. L. Hollander Jr., progr. dir., 
If ABC-TV, N. Y. C. 

Public service is salable if it is 
originally conceived as a commercial 
\enture. One of the first steps in 
effecting this is in pre-show talks with 
the individuals involved in the pro- 
gram. And, in tlie blueprinting of 
public service programs, WABC-TV 



Salable 
conceived as 
commercial 
venture 



has found that regardless of how 
austere or exalted the people with 
whom we work are, we have never 
been refused permission to integrate 
appropriate commercials with the pro- 
gram. In the case of public officials, 
when they have been assured that 
commercials will not violate taste — 
and at the same time will be suf- 
ficiently insulated from the program 
so there is no carry-over of endorse- 




ment — permission to sell the progra 
has always been forthcoming. I am 
of course, referring here to programs 
which are not financed by outside 
organizations. A fund organization 
making financial provisions for the 
placement of a show on a station, the 
station, of course, cannot make it 
available for sale. 

As an example of my original 
thesis, WABC-TV is currently in the 
midst of talks with a public official 
in connection with a projected week- 
ly program on civic affairs, and per- 
mission to secure a sponsor has been 
sought and granted. Additionally, in- 
terest has been invoked in a respect- 
able number of quality advertisers. 

Another station project currently 
under consideration, which is in line 
with one of President Eisenhower's 
pet projects, has the wholehearted 
endorsement of a top Presidential 
aide in the area of making the pro- 
gram available for commercial sale. 

We feel that the public will more 
readily accept a program which has 
the approval and confidence of an 
advertiser. Stations can, I think, 
encourage public service interest in 
advertisers by bringing them into the 
picture in the early planning days of 
a program. Advertisers, as well as 
stations, realize their responsibilities 
to the public, and they are more than 
receptive to worthwhile projects 
which will result in goodwill. 

Kitty Jackson, producer-writer, WTOL- 
TV Toledo, 0. 

Of course public service is salable, 
hut only if it embodies showmanship 
— in other words if it is interesting, 
entertaining and designed to appeal 
to a mass audience. An interesting 
case in point is WTOL-TV's The 
Sounds oj Jazz, a 13-week education- 
al public service series currently run- 
ning its Mondays, 12:15 to 12:30 p.m. 

Presented in cooperation with the 
music department of the Toledo Mu- 
seum of Art, The Sounds of Jazz 
traces the evolution of this exciting 
American art form from its nascence 
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What a year 
this has been 
(so far) for 

YOUNGTVPRESENTATION 




salable? 




in the Stoiyville district of New Or- 
leans to the progressive sounds heard 
in the most avant garde histros. 

The heavily researched series util- 
izes original recordings and filmed 



Showmanship 
can help to 
make it 
salable 



interviews with jazz notables. The 
program features a panel composed 
of the manager of the Toledo Sym- 
phony Orchestra, Don Barnette; a 
popular local deejay, Jim Hamilton; 
and jazz pianist Art Edgerton. 

Quite naturally, the panelists di- 
versified musical backgrounds pro- 
voke spontaneous and controversial 
discussion to the delight of the view- 
ers and the trepidation of the show's 
clock-watching director. 

Letters and phone calls from view- 
ers as well as reviews in area news- 
papers have been impressive. A 
Michigan housewife tapes each show 
for her husband to hear when he 
comes home from work, and area 
lunch counter proprietors report in- 
terest from the gaze-while-you-gobble 
set. 

Although the current series is not 
intended for sale, inquiries from in- 
terested agencies and clients ])rove 
that educational public service shows 
presented entertainingly are highly 
.salable. Advertisers have shown in- 
terest in being identified with unique 
programing, and a public service 
series such as The Sounds of Jazz 
helps give clients the happy feeling 
that this is a station which has the 
courage to deport from established 
format — and make it work. 

Is public service salable? I'm sure 
of it. And furthermore, I believe it 
creates the kind of positive station 
image, which promotes sales in all 
areas of programing. ^ 



Appointments in 1959 alone. 

(The order is chroiioloKical) 

WHCT Hartford, Conn. 

WTVC Chattanooga 
KMSP-TV Minneapolis 
WNTA-TV New York 
KNTV San Jose 



Our old and fast friends: 

(The order is alphabetical) 

CKLW-TV Detroit 
KELP-TV El Paso 
KHVH-TV Honolulu 
WCOV-TV Montgomery, Ala. 
WEHT-TV Evansville 
WGEM-TV Quincy, 111. 
WICC-TV Bridgeport, Conn. 
WICS-TV Springfield, 111. 
WKYT-TV Lexington, Ky. 
WLOF-TV Orlando 
WPTA (TV) Fort Wayne, Ind. 
WSEE-TV Erie 
WTVM Columbus, Ga. 



Obviously^ this 'phenomenal groivth 
has its reaso7is. We'll be happy 
to list them. 



YOUNG TELEVISION 
CORPORATION 

An Adam Young Company 

Xow York ' Chicago • St. Louis • Los Ang-cles 
San Francisco • Detroit ' Atlanta 
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SPOTS BIG 12 

(Continued jrom pap^e 31 I 

radio campaigns. 1,032 national and 
regional firm? used S])ot radio in the 
second quarter of the )ear, an in- 
crease over the first quarter of \4A%. 

At the same time man) of s])ot 
ra(ho s top accounts are now S])end- 
ing at a faster rate. This is particu- 
lar!) true in the automotive field 
\\here the giants are locked in a new 
life-and-death hattle over the small 
car market and spot radio will be an 
im])ortant weapon in the warfare. 

Reports to spoksok from such lead- 
ing representative firms as Blair, 
Katz, PGW and many more, indicate 
that there seem to be new patterns in 
spot bu) ing^, with longer flights, and 
more creative uses of the medium 
emerging. 

Such mammoth new ventures as 
the Gillette spot radio campaign (see 
sroNSOK, 29 August) are indications 
of a new willingness among major 
advertisers to re-examine and test 
spot radio, and the!i build specific 
plans with the medium to fit theii 
own marketing jjroblems. 

SPONSOR has reported a number of 



such tests now in progress, including 
that being run by General Foods, and 
a secretly conducted inter-media test 
li\ General Mills. 

All in all there are dozens of proj- 
ects in the wind which should spell 
an expanding future for radio s])ot. 

The boom (for that is how it must 
be considered) is causing some head- 
aches, however. Despite what seems 
to be a vigorous new interest in radio 
on the part of many national and re- 
gional advertisers, station and mar- 
ket lists continue to be limited. As 
one rep firm told SPO.NSOK, "Our busi- 
ness is wonderful in the top 25 cities, 
but it is sometimes hard to explain to 
stations in smaller markets why 
they're not being bought." 

There is evidence, however, that as 
advertisers begin to use radio more 
.seriously, station lists do expand, and 
there seems no question that radio is 
getting a great deal more plans board 
and ma!iagement attention these days 
than it has in the recent past. 

To sum up — the future looks bright 
for spot radio, and the boom talk 
)ou'rc hearing is based on solid 
f ac ts. ^ 



WHEN TO USE HUMOR 

{Continued jrom page 35) 

trial before attempting to judge its 
merits. If the approach is new to hiui, 
he is then actually changing the image 
of his product in the public eye. He 
is giving his product an entirely new 
personality, which will assuredly 
score strong first impressions — and 
perhaps earl) sales results — but which 
cannot be appraised until the wearing ' 
qualities of the campaign have been 
more accurately determined. 

Fortunately most humorous com- 
mercials wear well on the viewer. 
While new ones should be added at 
intervals to keep the campaign fresh, 
the mileage on each commercial skill- 
fully conceived is probably greater 
than that of an) other type. 

How long should the advertiser 
who puts a smile in his advertising 
wait around for something to hap- 
pen? One !nay feel a sales stimulus 
in a matter of days. Another ma) 
wait months or more. Strictly aii • 
arbitrary suggestion would be to keep 
faith for at least six months. One 
brand of beer reportedly v\aited much 
longer before the public stopped 



laupliing lung eiiuugli to l)u\ it. 

While the advertiser should iiio?t 
certainly give such a campaign every 
chance to work, he should not he 
tricked into interpreting public praise 
for his advertising as a completely 
reliable sign that good things are 
about to happen saleswise. Favorable 
comment is all some humorous tele- 
vision campaigns ever attain. 

"Humor in television advertising," 
stated tv copywriter William Robin- 
son, "can boomerang. It may help 
vou gain and hold attention. It may 
create a likable, low-pressure around 
\our product. But, if not delicately 
handled, it can alienate the ^ery 
people you are tr}ing to sell." 

There are products — there are sit- 
uations — where too light a touch can 
be dangerous. Again, one set of rules 
cannot apply in all cases, but an ad- 
vertiser can profit by kee])ing in mind 
the following "don'ts." 

1. Have fun with the product, but 
don't make fun of it. 

2. Don't satirize too strongly the 
people who use or will try the jjrod- 
uct for the first time. 

3. Don't be funny in situations that 



norniall) are not funn}, >uch as 
those dealing with health or safety. 
4. Don't be funny just for the >ake 
of being funny. Direct all \\liinis\ to 
ini])ortant coj)) points. 
.'). Don't be too subtle lest the viewer 
miss the point and react negatively. 

6. Don't try to be humorous and 
extrenielv serious within the same 
commercial. Connnercials are too 
short for abrupt changes of mood. 

7. Don t resort to humor when your 
jn'oduct has vast sales advantages 
which can be convincingly demon- 
strated by live-action. Here the light 
ajiproach may weaken believability. 

Humor does not have to be the 
basis of a cani])aign to be useful in 
television commercials. H the change 
of mood which follows it is not too 
pronounced, humor is often appropri- 
ate at the beginning of a conniiereial 
as a bid for extra attention. 

Starting off with relevant, amusing 
animation can set up, and even exag- 
gerate, a problem to be solved b) a 
straight live-action sequence. 

Some serious connnercial.s, too, are 
strengthened by signing off with a 
smile. The closing scene may be an 



animated cxjjrcssion of the ba>ic 
thcme-line executed in a manner 
the \ iewer is likely to remember. 

Humorou.^ connnercials are fun to 
create. The\ are fun to watch. ^ et 
the\ arc in llie minority on television 
and will remain s(j because more ad- 
vertisers are C(nnineed that the ^u[)er- 
ior features of their jiroducts shoid 1 
be spelled out more dircctlv. 

An athertiser doubtle>> derives val- 
ue from having \iewcrs talk favorablv 
about his advertising. And a humor- 
ous campaign stands a better-than- 
a\erage chance of delivering thi> 
value. 

The same jjositive effect {of 
humor) can be achieved b\ method? 
other than hunmr. The u>e of a jingle, 
gay background music to soften the 
mood, a smile in the voice of the an- 
nouncer, the re-enactment of ba])p\- 
situations — all these helj) the adver- 
tiser attain what he believes to be the 
right mood for selling his jjroduct. 
Beyond this, he considers his product 
newsworthy and generally elects to 
use his few commercial seconds in- 
forming, demonstrating and directly 
asking for the order. ^ 



WITH ITS NEW, TALLER TOWER WGR-TV now covers more homes than ever before in the prosperous Western 
New York area and Canada. Strategically re-located in the center of the prime Buffalo area — the nation's 1 4th largest market 
— WGR-TV's new tower still provides metropolitan viewers with the best reception of any TV station. 

Mail and phone calls confirm the fact that viewers in the Southern tier of New York and Northern Pennsylvania now get 
even better reception from WGR-TV. For advertisers interested in across-the-border coverage, WGR-TV now beams 
the best U. S. signal into Toronto and other parts of Southern Canada. 

With complete Video-tape facilities — the first in Buffalo — and the finest NBC and local programming, WGR-TV 
offers advertisers better sales opportunities than any other station in the market. 



For best results from America's most powerful selling medium, call your Petry television representative about availabilities 
on WGR-TV — this year celebrating its fifth anniversary. 



J 



NBC • CHANNEL 2 • BUFFALO 




VfGR-TV, WGRi Buffalo,- N. Y. < WROC-TV; Rochester, IJ, V. • WNEP-tV, Scrtnton-^WilKes-Berre, Pa. 
^nrsVA-TV, WSVA, Harrisonburg, Va. • KFMB-TV, K^IVIB^ San oregO, Calif, • JtERO-TV, Bakl^rsfieltf, Calif. 



• *^7, Scrtnton-^Wilk'es-^r 




GET UNDER 
THE SURFACE... 

for market facts in the 
San Antonio area. 

The cost per 1000 is 
lower on KONO radio . . . per 

1000 men . ; . per 1000 
women . . . per 1000 families. 
For facts and figures 
call your 

KATZ AGENCY 

REPRESENTATIVE 

5000 Watts • 860 KC 
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JACK ROTH, Mar. 
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National and regional buy 
in work noir or recently complete* 



SPOT BUYS 



TV BUYS 

Knomark, Inc., Ui\. of Revlon, Brooklyn, N. Y.: i\ campaign 
about 50 markets for Esquire Shoe Polish. Day and night scheduler 
of minutes start 14 September for 10-12 weeks. Buyer: Ed Tashjian 
Agency: Mogul, Lcwin, Williams & Saylor, Inc., New York. 
Corn Products Co., New York: Getting off a new campaign fo 
NuSoft in about 20 markets. Four-week flight starts 13 September; 
day minutes and late night 20's. A\erage frequency: 10-15 pel 
week per market. Buyer: Judy Bender. Agency: WcCann-Erickson, 
Xew York. 

Procter & Gamble Co., Cincinnati: Planning schedules in the top 
50 markets for Lilt Home Permanent, to start mid-September for the 
P&G contract year. Prime time I.D.'s are being used, saturation fre-| 
quencies. Buyers: Jim Kearns & Dorothy Iloughey. Agency: Greyi 
A.A., New York. 

General Foods Corp., Maxwell House Div., Hoboken, N. J.: Ex- 
tending its market list and increasing current schedules for Regular 
Maxwell House Coffee; about 45 markets altogether. Run starts niid- 
Septeniber for 26 weeks, with fringe 60's and prime 20's. Buyer: 
Frank Berla. Agency: Ogilvy. Benson & Mather, New York. 
Gold Seal Co., Bismarck, N. D.: Kicking off a campaign in top 
markets for Snowy Bleach and Glass Wax starting mid-September 
for 2G weeks, with day and night schedules of minutes. Buyer: Pat 
Brouwer. Agency: Campbell-Mithun, Minneapolis. 
Quaker Oats Co., Chicago: Going into the top 50 markets with 
flights of 20's and I.D.'s starting mid-September for six weeks. Buyer: 
Isabel McCauley. Agency: John W. Shaw Adv., Chicago. Also the 
initial campaign for Quaker's Muffets is being set in about 14 mid- 
western markets, out of Baker, Tilden, Bolgard & Barger, Chicago. 
Schedules are being staggered through September, run for at least 
13 weeks. Placement is for minutes, three to six per market. Buyer: 
Peverly Miller. 

RADIO BUYS 

Penick & Ford, Inc., New York: Planning a campaign in top mar- 
kets for its food products. Schedules of day minutes start 14 Septem- 
ber for five to 13 weeks, depending on market. Buyer: Ted Wallower. 
Agency : BBDO, New York. 

Continental Baking Co., Rye, N. Y.: A campaign for Wonder 
Bread starts 13 September for 10-13 weeks. Day minutes are being 
scheduled, frequencies varying from market to market. Buyers: Art 
Goldstein and Perry Seastrom. Agency: Ted Bates & Co., New York. 
Kiwi Polish Co., Pottstown, Pa.: The 1959-GO campaign is being 
readied for its shoe polish using day minutes in top markets. The 
first run is mid-September through end of November; the second, 
January through February. Buyer: Manny Klein. Agency: Cohen, 
Dowd & Aleshire, Inc.. New York. 
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WFBM-TV more than doubles 
your Indianapolis potential 



for every 10 families in the 
Indianapolis Trading Area . . . there 
are 13 in its Satellite Markets. 

Figure how much more these prosperous Alid- 
Indiana families can buy from you with their far- 
higher-than-average incomes . . . and note that 
WFBM-TV puts this key sales area within your first 
15 markets! In Indianapolis, television marketing 
with WFBM-TV makes real sense. 

Where else will you find satellite markets that are 

only basic NBC coverage of America's 
13th TV Market -760,000 TV homes. 



'oTW-° INDIANAPOLIS-Maior retail area for 18 rlcher- 
than-average counties. 1,000,000 population— 350,600 families 
with 90% television ownerstiip! 



11 SATELLITES-Each market within WFBM-TV's 
verified coverage . . . Marion • Anderson • Muncie • Bloomington 

• Vincennes' Terre Haute • Danville, Illinois • Lafayette • Peru 

• Logansport- Kokomo. 



33% richer and 50% bigger than the Metropolitan 
Trading Zone itself? Where else do you find such 
a widespread area covered from one central point 
. . . and by just one station with no overlapping basic 
affiliates of the same network ? 

WFBM-TV dominates Mid-Indiana, because it is 
the only basic NBC outlet penetrating this market 
— Nielsen Coverage Study No. 3 confirms these 
facts. Let us show you how to test regional market- 
ing ideas with amazing results. 

Represented Nationally by the KATZ Agency 




OUR 10TH 
ANNIVERSARY 



SPONSOR • 5 SEPTEMBER 1959 



19 



Capsule case histories of successful 
local and regional television campaigp 



AUTOMOBILES 

SPONSOR: Siinimcifield Clieviolei Co. \CENCY: Direct 

Capsule case history: Arthur E. "Bud" Sumnierfield. Jr., 
owner of Sumnierfield Chevrolet Co., Flint, Mich., decided 
to switch all his advertising to tv. He fell that a "prestige 
medium that would reach the largest number of consumers 
ill a direct way' would give him the impact he needed in the 
highl) competitive Flint area, and he decided to sponsor 
California National Production's a\ iation film series, Flight, 
on WNEM-TV 9:30-10 ]).m. on Monday nights. The move 
paid off: Flight leads the three-station market with a Niel- 
sen of 4.S.7 and 62*^? share of audience, and in the face of 
a generally slow automobile market, Summerfield's sales in- 
crease for new cars-trucks for the first seven months of 
19.59 was up W( over 1958; for service sales, up 21%, for 
part sales, up 19'^(. Customers have come from not only 
Flint, but Saginaw, Bay City and Midland. Of particular 
interest is that Summerfield achieved these healthy increases 
despite a 25^f decrease in his ad budget as a result of 
the single-medium selection and a well-priced package. 
WiNEIVI-TV, Flint, Mich. Pidiiram 



DONUTS 

SPONSOR: Heavenly Donut Shop AGENCY: Dirci 

Capsule case history: An enterprising newspaper maj 
Mel Grossman, who runs the Heavenly Donut Shop in Sa 
Diego, decided on a tv spot schedule for KFMB-TV's afte 
noon feature movie, with Bob Dale as host. Within fi^ 
minutes after Bob Dale had munched his way through hi 
"Heavenly'" commercial, people began arriving at the dona 
shop requesting "Some of those donuts Bob Dale eats on tv 
It wasn't just the neighborhood people who grew hungn 
for donuts, but customers from as far as 20 miles awaj 
Everytime Bob sampled a different type of donut, the sho 
promptly "sold out" that item, whether they were 49(J 
dozen or SI. 29 a dozen. On the third day, business was u|| 
50% ah(ne normal, five extra helpers had been hired, pec 
pie were lining up half way around the block and produt 
tion could not meet the demand, as over 1,500 dozen donut 
were sold. The following Saturday, San Diego had a sever 
rain storm, the spot schedule was over, and still 1.000 peopl 
lined u]3 waiting to get "those donuts Bob Hale eats on tv.' 
KF!MI5-TV, San Diego Announcement 



REAL ESTATE 

SPONSOR: Tegtmeier Realty Co. AGENCY: Direct 

Capsule case history: Harvey W. Tegtmeier, president of 
Tegtmeier Really of Omaha, purchased a schedule on KETV. 
The first weekend one 10-second spot ran on Friday and 
three on Saturday. On Sunda)', Tegtmeier launched a five- 
minute afternoon news show. As a result of just these few 
announcements, Tegtmeier reported that his firm had sold 
six homes valued at $90,000. "In each case," he said, "the 
purchaser mentioned seeing our advertisements on televi- 
sion. ' Subsequent schedules produced equally impressive 
results, and now the firm is sold on KETV. Its last tv sched- 
ule was made a number of ) ears ago on another station. The 
response at that lime had been less than hoped for and the 
firm discontinued the use of the medium until joining 
KETV. "These results are beyond our highest expectations. ' 
Tegtmeier said. "It certainly pro\es to us the impact of 
KETV. ' The firm has since placed a regular schedule on 
the station, now vehes on it for most advertising. 
KETV, Omaha Program and annminceinents 



FINANCE 

SPONSOR: Pioneer Finance & Thrift AGENCY: Direr 

Capsule case history: Operating in the area for less that 
two years, Pioneer Finance and Thrift has risen fast in th> 
ranks of Dallas-Fort Worth finance companies. Gene Cor 
dell, mgr. of the company, attributes the quick acceptance 
of his companies to the effective tv campaign created and 
produced for him by KFJZ-TV. The secret of the commer 
cials, he feels, is their factual, believable approach. Each 
commercial outlines a typical family's finances and shows 
how high monthly payments can he lowered hy sound con 
solidalion of debts. His campaign of 12-20 spots per week 
spans the entire week's programing to reach as many differ- 
ent people vieuing as possible. More than 60% of his adver- 
tising budget is now spent on KFJZ-TV, and it produces 
80' f of his new business. Cordell has checked his volume of 
business carefully against his advertising expenditure and 
estimates that his spot campaign costs less than 2% of the 
volume it produces, making it his lowest cost advertising. 
KFJZ-TV, Dallas Annoimcements 
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Sponsorsllip — 
the raore said about it 

the better 




'•J 



Advertisers who take their sponsorship seriously 
never forget to remind people to watch. They also re- 
member to identify their product with their program 
(it's good for business). 

When you're talking television, of course, you're talk- 
ing TV Guide magazine. It's read every day all week 
in one out of every six TV homes. Its readers pay at- 
tention to what they see (and what you say). In fact, 
they are so interested in what is presented TV Guide 
has become America's best-selling weekly magazine. 

With the kind of competitive 
season facing you, TV GUIDE'S 
26,000,000 readers are good 
people to have on your side. 
They can make the difference 
between rating first and run- 
ning behind. 



. , 7/;-. ;•: 



7,250,000 circulation guarantee 
effective Oct. 31, 1959 
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ADVERTISERS 



NEWS & IDEA 

WRAP-UP 



WHOLESALE! Nine cword: fall to Johnson & Lewis, San Francisco, in AAW competition. 
DelightaJ are (I to r) Bank of America's L. D. Pritchard (client), J&L-men Robert Watkins 
and Walter Terry, American President Lines' Eugene Hoffman and Haiden Ritchie, J&L 




3,000 COMPETITORS and just one crow.i! 
That went to pert Judy McGuire in contest 
run by WRCA-TV, N. Y. NBC v.p. Wm. N. 
Davidson bestows Panagra ticket and crown 
on "Miss Ch. 4," as runners-up look on 




TOPPING-OUT PARTY — As it hits maxi- 
mum height permitted for a tower in St. 
Louis — 1649-ft. above sea level — KTVI sounds 
glad cries in N. Y., with gen. manager 
Joe Bernard (I) and Shaun Murphy (r) 




The Nestle Co. put ils inarke 
ing department through sweej 
ing reorganization last week. 

The shifts: H. K. Philips, v.p. 
charge of sales, named to the nel 
post of v.p. in charge of the coiJ 
pany's over-all marketing and advel 
tising for its chocolate, coffee ar 
bulk and institutional division! 
Donald Cady, v.p. in charge of ad 
vertising and merchandising for ih 
complete organization, will be gei 
eral manager of the chocolate maj 
keting division. 

Other changes: Thomas CorrI 
gan, to general manager of the bul 
and institutional division and Al( 
stair Seniple, general manager o 
the coffee marketing division. 1 

This move within the organizatiolf 
follows Nestle's recent change o 
agency lineup: its Decaf Instant Ted 
from DFS to McCann and Nescaf( 
coffee from Bryan Houston to Eat) 




TO SEE RUSSIAN COWS — Agricultura 
contingent leaves on 21-day, 11,000-mile 
tour of Russia and Europe. Leader is Wayne 
Rothgeb, radlo/tv farm director of WKJG, 
Fort Wayne. He holds sign just above 1959 




A MAN'S WORK may take him to the i 
beach on Saturday to host a "Beachnik" 
party of disk-spinning, chatter, as it does for 
Geoff Edwards, in KFMB, San Diego, show 
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I Campaigns: 
• The Kitchens of Sara Lee, 

Chicago, continues to expand its 
rlip' product line: ihey're sel to inlroduee 
all butter cakes made with fresh fruit. 
These will be inlrodueed via network. 
The Arthur Godfrey Spectacular, on 
CBS TV 16 September, and on Cap- 
lain Kangaroo (CBS TV) Thursday 
and Friday mornings. In addition to 
this, Sara Lee is in 37 sjjot radio and 
t^ markets plus network radio ^vith 
Godfrey. Agency: C&W. 

• General Mills' new pre-sweet- 
ened cereal Frosty O's will he intro- 
duced nationally this month via tv 
on all GM's kid shows, including 
Heckle & Jeckle, Captain Kangaroo, 

I Lone Ranger and Wyatt Earp, plus 
?pots on local youngster tv programs. 

• Wheaties is back in sports 
again: the fall '59 tv lineup includes 
15 minute pre-game shows preceding 
Ihe World Series on NBC TV. plus 
similar programs to he co-sponsored 

, b\ Wheaties prior to NCAA football 
games Saturdays on NBC TV and 
professional football games Sundays 



on CBS TV. Agenc) : Knox Keo\c«, 
Minnea polls. 

• IL J. Heinz C<». is j)rc])ariiig 
an October-November promotion 
buill around an old favorite: poup 
and crackers. The promotion : four 
soup labels gets a eoujjon worth 2n<i 
on a box of crackers. Eighteen Souj) 
'n Cracker commercials ^^•ill be gi^ en 
during the eight-week sale period on 
Heinz' daytime tv programs — Treas- 
ure Hunt, The Price Is Right, Con- 
centration, County Fair and Tic Tac 
Dough. Agency: Maxon, Detroit. 

• Angostnra aromatic bitters be- 
gins, this week, a tv spot saturation 
campaign -in the New York metro- 
politan market, using a total of 38 
spots a week on three stations for 30 
weeks. The breakdown : Four shows 
on WRCA-TV; 20 weekly spots on 
WNTA-TV a:ul 11 spols weekly on 
WOR-TV. Agency: Foote, Cone & 
Belding. 

• Hires is using a heavy schedule 
of radio and tv spots in the Los An- 
geles area to back its "Hires-Dodg- 
ers' SIO.OOO Togethertime" contest. 
The stations: KNX. KLAC, KMPC, 



KFWI5, KDAY, KABC-TV, and 
KTI V plus the announcements jire- 
ceding Lead Off Man on KMPC be- 
fore e^'ery Dodger game. 

Tliisa 'n' data: The Detroit Times 
is sponsoring, 14 September, a high 
fashion tv spectacular via W'.XYZ- 
TV to "enhance the ])uhlie's image 
of Detroit stores as fashion leaders ' 
. . . Veriior's soft drink, out of 
Tilds & Cantz, Los Angeles, is test- 
ing a cam])aign in the San Diego 
market with 13-weeks on XE'lV. 

Strictly personnel: Kohert Perry. 

named assistant to the president: 
Panl Ciieiiiii, Jr., director of mar- 
keting research and Thomas Casey, 
new products manager for the Gil- 
lette Safety Kazor Co. . . . Seynionr 
Keller, to regional sales manager 
and Mrs. Marion Moclieski. jjro- 
motion director for Lestoil. Inc. . . . 
Mark Egan, to director of market- 
ing. Bekins Van Lines . . . Eniniet 
O'Neill, to v.p.. Comet Rice Mills, 
Dallas. 



ON POLE for polio KBON d.j. Fntz sat 15 1ST SHOVEL by MUs Alabama starts new 
days to dramatize depleted fund. Omaha tower for WAPI-TV, B'mahin. Aiding: gen. 
citizens paid 2St to shoot breeze with him mgr. C. Srisham, R. Hiclcm^^ C-of-C pres. 
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All aiialysi> of iiieiiil»t'r«" l>iniii<;s 
ill llie ISalioual Advcrlisinjj Agesi- 
ey l^ct^vork shows broadcast mied- 
ia topping all others for the first 
time ill the Network's history. 

The comparison, in figures, of the 
30 iiiemliers' billings in 19.5!!: 

• Radio tv: SI 0.345.692 

• Business papers: $10,182,030 

• General magazines and farm pa- 
])ers: S6. 84.5. 516 

• Newspapers: S5. 775, 120 



• Outdoor and transportation: 
$1,416,694 

• Catalog, directory and miscel- 
laneous media: SI. 525, 763. 

Ajjeiiey appoiiitiii?iits'. Oscar 
Mayer & Co., meat processing firm 
hilling SI. 5 million, from Baker, Til- 
den, Bolgard & Garger to JWT, Chi- 
cago . . . The tv billings of John II. 
Breck, from \. W. A}er to Reach, 
RIcCliiitoii & Co. as the agency of 
record for its 1960 tv schedule . . . 
Hesistoflex Corp., billing $250,000, to 
Adams & Keys, \e\v York . . . 



Security-First National Bank of Ca 
fornia. billing $1 million, from Foo 
Cone & Belding to Donahue & Ct 
Los Angeles. 

Thisa 'u' data: The Advertisii 
Council again will be helping t 
Bureau of Census via an advance a 
\'f rtising campaign to explain the pi 
pose and value of the census . . 
Walter Guild, head of Guild, Ba 
com & Bonfigli, San Francisco, nam 
national president of Alpha Del 
Sigma, professional advertising fr 
ternitv. 

Agency appointments — persoi 
iiel: Lester Weinrott, to v.p. 

charge of marketing at Reach. M 
Clinton & Pershall, Chicago . . 
Harold Bennett, to media supervi 
or in the Chicago office of N. W. A)( 
. . . Thomas jMacWilliaiiis, radio/I 
director. John L. Douglas & Assoq 
ates. Bradenton, Fla. . . . Tena Cun 
iiiings, media director, Clarke, Dun,' 
gan S. Huffhines, Dallas . . . Cliaric 
McCaiin, director of research an 
marketing, MacFarland, Aveyarc 
Chicago . . . Morley Chang, dire, 
tor of p.r. and publicity, The Shalle 
Rubin Co. . . . Art Foley, accoui 
executive, Biderman, Tolk & Assoc 
ates. New York. 



FILM 



The prolilem of selling ofl tiie rc^ 
iiiaiiiiiig portions of alternate 
week sponsorships received ai 
effective solution last weel 
through the close cooperatioi 
of a large sjiidicator and a ui^ 
jor agency. | 

At stake were the 59 market 
where Lucky Strike through BBD( 
had bought half-sponsorships o 
Ziv's Lock-Up or TJiis Man Daicsor. 

Here's what happened: 

• 14 markets were sold to othe 
alternate advertisers. 

• 40 were sold to the station itsell 

• Only 5 remained unsold. 
Co-sponsors on Lock-Up were Ol 

Monastery Wine, New Haven: Auto 
crat Coffee, Providence: Armourj 
Johnstown; OrtHeb Beer, Philadel, 
phia; Duffy-Mott. Rochester; Ed 
wards & Son Store, Syracuse; Krogen 
Terre Haute: PhilHps, Chicago ant 
Dayton; Solite, Raleigh-Durham; anc 
American Bank, Baton Rouge. 




IMPACT 



Urive home your advertising message with the impact 

that only Vi'l'UQ can deliver . . . the impact that deliver? 
the largest and most alert buying audience in the 

Jacksonville market. Now sec if you are alert . . . 
the first agency guy or gal who correctly detects the error in form 

of the illusliated golfer, and wires, phones, or writes Hoi) Feagin at 
WPDQ will rerei^e a case of his favorite beverage. 



Delivered by 
Vernard, Rintoul and McCoinell, 
James S. Ayers, Southeast 
5000 Watts 600 KC 

JACKSONVILLE, FLORIDA 



If you wont impocf In Jacksonville, Florldo . . . use WPDQ! 
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■ litis Man Dawson co-I)ii)eis were 
* iw Brewery, RufTalo; Standard Oil, 
' (lianapolis; and Buscli Havarian. 

■ Louis. 

les: ARC Films' The People's 

• oice to Procter & Gamble of Can- 
a for French stations of the CRC; 
mestic sales of the series, now to- 
iiig 84, n\ere most recently to 
BAV-TV. Green Ray; KPRC-TV, 
)uston; Vi'RGP-TV, Chattanooga; 
d Vi'ABG-TV, Greenwood. 

•ojsraiiis Jiiid [)roduftioii : Four 
w Shirley Temple feature films will 
released to tv liy NTA Interna- 
)nal, bringing available features to 
total of 10 . . . David Wolper As- 
ciates plan to syndieate Race For 
mce, a 90-minute special narrated 

• Mike Wallace, as the first of a 
rias of 10 speeials . . . Ziv's present 
roduction schedule, heaviest in its 
istory. has sent six crews on loca- 
011 in California plus others to work 
ti Republic and Goldw) n stages, as 
ell as Ziv's own lot. 

oniiiiercials : Freherg, Ltd., le- 
orts fifth renewal of production con- 
acts with Butter-Nut Coffee: agency 

■ f)'Arcy . . . John Ercole to 
ransfilni as director of photography 
. . FPA's membership drive in Xew 
ork has resulted in three additions 
II its first week: Televeiiture, Inc., 
ilctroi)olitan Soiin<l Services, 
lie. and Comprehensive Serviee 
>orp. 

'trictly personnel: Stanley Levey 
Isamed general sales manager of Ar- 

ow Produetions division of ITC . . . 

Richard G. Yates joins MGM-T\^ 
I widieation staff as a sales executive. 

*lore sales: Stations buying alter- 
late weeks of Ziv"s Lock-Up are 
>\ RGB TV. Alban) ; WHDH-TV, Bos- 
on: WPTZ, Plattsburg; WGAN- 
rV. Portland; WWLP. Springfield: 
^\BF-TV, Binghamton: W1CU-T\', 
Erie: WGAL-TV. Harrisburg; WIIC. 
Pittsburgh: WDAU-TV. Scranton; 
WBAL-TV, Baltimore; \\'HT\-TV, 
Huntington: WVAY-TV, \orfolk; 
WXFA'.TV. R i e h ni o n d : WSTV, 
Wheeling: WJBK-TV, Detroit; 
^'A\E-TV. Ft. Wavne; WILX-TV. 
Lansing: WSJV-TV. Somh Bend: 
^JRT. Flint; WTVO. Roekford: 
WIGS, Springfield; WDAF-TV. Kan- 



sas Git); WSTP-TV, .Minneapolis; 
KFTV. Omaha ; WLW-T, Cincinnati; 
K^'W'-TV, Cleveland; \\'L\\'-C, Co- 
lumbus; WFMJ-TV, Youngstown; 
WLW-A. Atlanta; WSOG-TV. Char- 
lotte; WRBC-TV, Birmingham; 
WATE, Knoxville: WSM-TV. Nash- 
ville; K'OCO-TV, Oklahoma City; 
KTSB-TV, Shreveport. and KOTV, 
Tulsa. 



NETWORKS 



The Ric-hinoiKl, Va. tv afliliate 
situation underjjoes a (•oni[)Iete 
realignment .30 IMay 1960. 

The switehes: WRVA-TV. from i 
CBS TV to NBC TV; WTVR. from ! 
ABC TV to CBS TV and W'XEX-TV 
from NBC TV to ABC TV. 

in the breakdown of network 
radio's individual brand adver- 
tisers by produet category for 
the first six months 1959, RAB 
revealed : 

• One out of every six brands ad- 
vertised was a food product — with 
food comprising 15.6% of the total. ; 

• More than one out of four com- 
panies advertising in network radio 
during that period use two or more 
networks. 

Other leading advertisers, in order: ' 
drugs, 13.4% of the total; automo- 
ti\ es, 10' ? ; toilet requisites. 9'/( ; 
publications. 8.2% ; detergents and 
household cleaners. 5.2''? ; general 
household products. .5.2% ; tobacco. ' 
4.3'"( : financial, 3.5^< and gasoline. 
3%. 

CBS TV has expanded its sehed- 
iile of S[)orts events to 20 for the 
1959-60 season. 

The list: Baseball Game of the 
Week; Professional football; Summer 
Ohmpics; \^'inter Olympics: Hockey 
Game of the \^'eek: Orange Bowl: 
Cotton Bowl: Gator Bowl: Holiday 
Bowl; Bluebonnet Bowl; Kentucky 
Derby; Preakness; Belmont Stakes: 
Thoroughbred Raee of the Week: 
Masters Golf Tournament; PGA Golf 
Championship; Pre Gaine of the V^'eck 
Baseball Leadoff Show; Pie-Ganie 
Pro Football Show ; Four Pre-season 
NFL games and Pre-Ganie Hoekey 
Show. 

(See 1 August sroNSOR-scoPE for 
previous lineup and costs.) 

t Please turn to page 62) 



IN SACRAMENTO 

"Radio 
One" 
offers you 
Triple 
Value 

1. Quality Audience 

You'll find "spending power" 
in the KCRA audience. Last 
Aiidienee Composition 
I\adiopuIse for Saenimento 
shows high adult audienee— 
number one in the 6 A.M. to 
12 midnight average. 

2. Volume Audience 

Sound ratings in all time 
periods that translate into 
low CPNL (Ask your Peti)- 
man for speeifie figures.) 
Pulse Cumulative I^eport 
also shows KCRA with most 
undupVicated homes both 
daily and weekly. 

3. Real Merchandising 

A /(/// time merchandising, 
department with the biggest 
in-store chain tic-ins in the 
Sacramento Valley ... a 
merchandising bonus with 
provable pay off! 
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YOU CAN LEARN 

TO OPERATE AN AMPEX IN 15 MINUTES 



Six Quick Aids to Easy TV Tape Recording . . . You can learn to operate an Ampex Videotape* Tele- 
vision Recorder in less time than it takes to smoke a cigarette. These six features, for instance, make 
recording simple, fast . . . 

• JUST THESE BUTTONS TO PUSH— Record, Stop, Reivind, Fast Forward and Play. 

• TAPE TIMER — records in hours, minutes and seconds . . . not footage. Lets you hack up tape for any 
desired cue-in time. 

• CUE TRACK — lets you locate, identify and cue commercials and programs. 

• TAPE SPEED OVERRIDE — makes it easy to synchronize with another video or audio recorder. 

• AUTOMATIC BRAKE RELEASE — speeds threading and splicing. 

• FULL WIDTH ERASE — Automatically erases tape. 

Of course, to be an "expert" — to learn maintenance as well as operation — takes one week. Ampex 
trains your maintenance supervisor (over 436 so far !) at the factory. And he is then qualified to train 
as many others as you like. 

Write, wire or phone today for an Ampex representative — or ask for the new, fully illustrated bro- 
chure describing the new Ampex VR-IOOOB. Whatever you want to know about the advantages and 
profits in TV tape, get the facts from Ampex. 



A MPEX HA S THE EXPERIENCE 




*TM AMPEX CORP. 



934 CHARTER ST. REDWOOD CITY, CALIF. EMerson 9-7111 
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that affects sponsors, agencies, stations 



WhaCs happening in U. S. Government 
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WASHINGTON WEEK 



The iiioiitli-loiig FCC vacalion has eii<le<I, aiKl tlic CoiiiiiiisHioiicrs retiiriie<l to 
the usual full slate of prolileiiis, proposals and eouiiter-proposals. 

However, aside from tlie usual FCC distaste for speed, there is now the further factor 
that the Commission will not be at full strength for a while. 

There is an international radio spectrum conference going on, and the Commission will 
not make any big decisions until chairman John C. Doerfer returns. Many decisions remain 
to be made. 

Quickest action will likely come, because it will be on a case-by-case basis, on dropping 
into new television station assignments. Purpose is to get three tv stations into almost 
all major markets, so as to equalize the competitive pieture for ABC. 

The commission will also be forced ^vith relative speed to do something about radio al- 
locations. Here the clear channel question, and the FCC proposal to permit additional sta- 
tions on these channels, is the burning issue. The super-power idea has fallen by the wayside, 
though it might be revived at a later date. 

Network option time is safely into the rulemaking process, with original briefs already 
filed and reply briefs due on Sept. 15. Nothing further need be done on this for a while. 

Nevertheless, the balance of the Barrow Report recommendations remain. Some will be 
forgotten, of course. But on others the Commission will likely want to issue outright rejec- 
tions or to go into the rulemaking process. This looks to be reasonably far off into the fu- 
ture, however. 



Speaking of laek of speed, any pieture of a man in no hurry at all would have 
to resemble Rep. Emanuel Celler (D., N.Y.) and the sports antitrust exemption 



Just a few days before Congress was supposed to adjourn, altho the Labor Day adjourn- 
ment date appeared far out of the window at this writing, Celler finally started hearings on 
these bills. 

Two things bother Celler. He wants sports enterprises to prove that practices which 
would otherwise violate the law are "reasonably necessary" to their sur\'ival. 

He also wants to be assured that broad powers to control broadcasting of sports events 
ivould not lead to an all-paytv setup. 

The broadcasting industry, which didn't testify before the Senate Judiciary Committee 
and which now apparently faces a bill from that body empowering sports to eiiforee a 
virtual ra<Iio/tv hiackont, may show up in full force before the Celler hearings are con- 
cluded. 

Celler had no definite dates for further hearings after this week's sessions when it was 
baseball commissioner Ford Frick on Wednesday and broadcasting witnesses on Thursday. 
Networks and NAB did not appear, will likely testify at a later date. It ^vas representatives 
of individual stations on Thursday. 

The Senate, which long ago appeared ready to go ahead with its bill, has suddenly slowed 
clown. Celler appears ready to go well into next year before taking definite action, if he 
does anything then. 



bills. 
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Marketing tools, trends, news, 
in syndication and commercial 



FBLIVI-SCOPE 
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The idea of using a syiidieation show with a puhlie serviee theme to help hull 
good eomniuiiity relations is eatching on more and more with regional and loa 
sponsors. 

Take the case of Ziv's This Man Dawson, which has a public service police theme: thre 
advertisers — Anheuser Busch, Brown & Williamson and Lincoln Income Life, of Louisville- 
have bought the show exclusively for their home-office markets. (B&W and Lincoln ■will a 
ternate the series.) 

Another buyer of Dawson the past week was P. H. Dairy, of Boston, which will use th 
show not only in its home market but in nine other markets. 

Note: Sponsor category composition for Dawson — now sold in 91 markets — is consi 
qiiently different from the general run of syndieation. Dawson's five leading cat 
gories are dairies, tobacco, banks, insurance and utilities, beer and food — all ranking in th, 
order. 



Loug-lived juvenile programs in syndieation are eontinuing to eapitalize oi 
the faet there's a fresh erop of ehildren that eome of viewing age eaeli year. 

It's not unusual for shows in their 20tli or 25th run to eontinue to raek up r( 
newals with little dimming of tlieir ratings appeal. 

A checklist of these shows would include such titles as CBS Films' Gene Autry, Amo 
'n Andy, Range Rider and Annie Oakley, CNP's Hopalong Cassidy, ITC's Ramar of the Jut 
gle, Ziv's Cisco Kid, plus many others. 

Evidence that these shows are still alive includes facts such as this: Hopalong Cassid; 
earliest of the tv westerns, still pulls a national audience of 2.3 million. 

The question of whether a syndieation regional deal ean get off to a satisfaf^ 
tory ratings start with spring premiere dates appears to have heen answered in th( 
affirmative in the ease of Amoeo's U. S. Border Patrol. 

Most recent ratings give this CBS Films series a 16.5 and 40.2% share average in 2( 
Nielsen reports and a 15.1 and 42.1% share in a 36-market ARB survey; all are Amoco cities 

Note that it made little difference in rating levels whether or not a market was oi 
Amoeo's list, since non-Amoco markets averaged a similar 17.0 in 15 Nielsen cities and 16." 
in 18 ARB reports, according to a CBS Films study pulled together specially for FILM 
SCOPE. 

Here are Nielsen and ARB scores on ten major U. S. Border Patrol markets: 



CITY 


NIELSEN 


ARB 


Baltimore 


16.4 


17.4 


Boston 


17.3 


ILO 


Chicago* 


10.6 


6.6 


Cleveland 


a.6 


6.5 


Houston 


10.9 




New York 


8.0 


8.0 


Philadelphia 


14.7 


10.8 


Pittsburgh 


7.4 


5.6 


St. Louis* 


11.5 


8.8 


Washington, D. C. 


5.9 


4.5 



*Denotes non-Amoco market. 
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FILM-SCOPE continued 



There's an estimated $1 million that's ln-en poiire«l into pilots, pro«luetion and 
preparation on unsold shows in the past 12 months, despite the faet syn«lieation 
is rinining on a hetter-tlian-averaf^e sah!s prreentage on new entries. 

Among the hard-hit distributors is Ci5S Fihns, left willi House on K Street, Man From 
Antibcs and Theater For a Story, plus the recent Diplomat and Silent Saber investments. 

As a result they'll hush up on new pilots until a sale is made, a la Ziv, MCA, et al. 

Also unsold this season were CNP's Pony lixpress, ITC's Interpol, Screen Gems' Stake- 
out, plus pilots handled by medium-sized distributors, including Flamingo, Jayark, Official, 
Schubert, United Artists and others. 

But, as a qualifier, it must be remembered that shows sometimes make sales the year 
after they're initially oflered. A recent example of this is NTA's Grand Jury, unsold the year 
before that distributor took it over. 

Alexander Film, long established in the industrial film field and a eoninier- 
eials producer in more recent years, is expanding into syndication with a new show. 

The series: a daytime strip. Love Is a Problem, with a panel format, which was pro- 
duced by Jerry Fairbanks. 

It's already been sold to WABC-TV, New York. 

By naming Jerome Hyams as v.p. and general manager of Sereen Gems this week, 
that tv production adjunct has been brought more tightly into the C<dnmbia Picture 
fold. 

Hyams, who had been in charge of syndication, not only becomes administrative head of 
Screen Gems, but a member of its board of directors. 

The stroke that teleseoped Gems into Columbia: Abe Seliiieider, Colniiibia 
president, also beeoiiies president of Gems — a return to the original eorporate 
set up. 



COMMERCIALS 

There'll be 15% more mnsie in tv eommereials next year, ami music planning 
may be starting earlier in pre-production phases. 

These were the two principle findings of Plandome Productions' surv'ey of 94 agencymen 
responsible for music in commercials. 

Facts revealed on music budgets were that 40% of commercials using music spent $1,250 
to S2,000 and 30% cost $750 to $1,250; only 10% budgeted over S2,000, while 19% were 
under $750. 

Agencymen, the study noted, created 60% of their own lyrics, 25% of melodies, 15% of 
themes in musical production, but did no arrangement jobs. 

It was found that network and spot commercials differed thus in music use: 
TYPE OF MUSIC NETWORK SPOT 

Background music 39% 33% 

Jingle with voices 14% 22% 

Underscoring plus jingle 22% 20% 

As many as 80% of the admen polled preferred earlier planning for music. When they 
consider music: 30% at creative plans sessions, 30% at copy phase and 25% during story- 
board-script step. 

The economies of the commercials production business are such as to eoiitinue 
to keep a number of conipanics on the alert for favorable merger circumstances. 

Latest of the New York film commercials houses to merge are Audio Productions and 
Pathescope Productions, which will now be grouped together under the Audio banner. 
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trends and tips for admi 
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SPONSOR HEARS 



Watch for Sqiiil)!) to step iij) its line of slielf and roniiter pioduels and becoirl 

an agfrressive competitor to Whitehall, American Home, and Sterling. 
It's creating a new holnp, Squilih Luhoralories. to do the job. 



Reps operating slriclh' in the radio field appear to have less elianee than evel 
to expand into Iv unless they set up separate corporations and sales staffs. 
Their radio stations are determined to have it that way. 



Now Revlon's niovinj; into the mouthwash field: It's acquired a product calle 
Sweet Talk and assigned it to LaRoehe. 

But there's a strong likelihood the name will he chanced. 



Here's an index to the rosy business eliniate facing tv stations this fall: Quite 
number of them are trying to hny or "work" their way out of film barter deals. 

As one of these broadcasters put it to his rep: "It galls you to realize that what yo^ 
can now get the full rate for is being bartered away at snbstantial discomits." 



Don't expect anything definite to come of IMGiM's offer to Dan Seymour of iV 
top spot in its tv empire. M 

The JWT tv head has been giving the approach a courteous ear hut doesn't seem dil 
posed to go beyond that point. 



Agency publicity people are finding that the old disposition for two clients t^ 
cooperate in plugging an alternate sponsored network program has become passe 

The prevailing attitude now is either 1) we'll do it for ourselves and in our own way< 
or 2) let the network do it. 



J 



Notice this pattern in radio station purchases: More and more pioneer opcratoi 
and executives are picking up stations for their sons to manage. 

Such buys have a dual objective: (1) there's sometimes an inheritance-tax break, and 
(2) the old man has something to occupy himself with on a parttime basis and at the 
same time guide bis progeny's initial step in the business. 



iVetwork affiliates figure a new era has dawned in promoting the acccplanrp 
of upcoming sponsored shows. 

Both at CBS TV and ABC TV the pitches via closed circuit are dominated by two 
researchers, namely Oscar Katz, who now heads CBS TV programing, and Jules Barna- 
than, who doubles as head of ABC research and station relations. 

What apparently tickles these affiliates is the penchant of the pair to document the 
reasons for the programing with charts and other statistical data. , 
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BIG AGGIE'S SALES FLING HIGH IN SCOTLAND 



(SOUTH DAKOTA) 



\ny thrifty advertiser takes a shine to r>ig Aggie. For 
Big Aggie Land — the vast, 175-coiinty area in six 
>tates with over lOOO other fonimimities— is one ol 
the nation's best buys in radio. \V'N,\X-57() delivers 
a 66.4% share o[ GOy.SDO radio homes — million 



people with 3'! billion to spend. Big Aggie Land is 
rated by NC;S^2 as the nation's list radio market. 
Profitable promotion in this prosperous market begins 
with \VNAX-570. 
See your Kat/ man. 



# 



WNAX-570 CBS RADIO 



PROGRAMMING FOR ADULTS OF ALL AGES 

PEOPLES BROADCASTING CORPORATION 

Yonlcton, South Dalcoro Sioux City, lowo 




nmts 

II0A0CAST1H6 COI fORATIOK 

Yankton. S. D. 
Ctoveland. 0. 
Worthington. 0. 
Trenton. N. J, 
Fairmont. W.Va. 
Sioux City. Iowa 
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Only PRESTO makes the famous presto master, the ultimate in disc-recording sur- 
faces. Only PRESTO, alone among manufacturers, handles every intricate step in 
the production of its discs. Those flaws and flecks that are waiting to hex your 
recording sessions can't get past the skilled eyes of presto's inspectors. Why settle 
for discs that aren't PRESTO-pcrfect ? ^ 

BOGEN-PRESTO CO., Paramus, New Jersey. A Division of The Siegler Corporation. 
Shice 1934 the world's most carefully made recording discs and equipment. 




WBNS Radio 

Columbus, Ohio 

John Blair & Co., Representatives 




Pulse asked, "If you heard conjlicting news re- 
ports on Columbus radio, which station would 
you believe?" We were a solid first — in fact, 
44^3% ahead of the next station in. believahility. 



WRAP-UP 

(Contin-ued from page 55) 

Network tv sales: John H. Brei 




(Reach, McClinton) for 12 of NB^ 
TV's Sunday Shoivcase series . . 
National Carbon (Mathes) , Loi 
gines-WhiUnaner (Victor A. Be 
net) and American Tobaec 
(BBDO) put the SRO sign on Mi 
Into Space, Wednesdays, 8:30-9 p.n 
CBS-TV ... The Bon Ann C 
(Cole, Fischer, Rogow), for a J 
million contract with NBC TV co' 
ering 52-week participations on tl . 
Jack Paar Shoiv. f 

Network radio sales'. NBC Radi 

reports a total of $2 million in ni 
sales received during a one-mont 
period ending 19 August. Adverti 
ers include: Auto-Lite Battery, Tim 
Inc., General Foods, Philip Morri 
Singer, Union Carbinde, Tyrex, B.''^ 
Babbitt, Tipton, Formica, Greyhoun 
and General Motors. 

ABC TV promotion gimmick 

Enlarged cards, fashioned after th 
pictures in a playing deck, plus a 
ABC bridge deck, to promote Chair, 
pionship Bridge, Sundays, 3:30- 
p.m. next season. 

Meeting note: Mutnal will hold th 
first in a series of regional meeting; 
with owners of its affiliated station 
Wednesday, 9 September in Atlanta 
Ga. 

Network affiliations: WVEC-TV 

Norfolk, new vhf scheduled to oper 

ate this fall, to ABC TV . . . WNTA 
^ ^ I 

Newark, N. J., for news and specia 
events, to Mutual. 

Personnel news: David Tebet, t( 

director, talent relations, NBC T\ 
. . . George Hoover, to trade presi 
editor for ABC. 



RADIO STATIONS 



KRLA, Los Angeles, 50KW, tool* 
the air last week beaming what it 
called "modern radio for mod' 
ern people." 

Owner of the station corporation 
is Donald Cooke, of N.Y.C., whose 
rep firm will handle all national spot.' 

Ed Schulz, formerly of KJAY, is 
the general manager. 
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^eooiit promotions at Taf'l Hroad- 
astiiig Co.: Koger Kead, gen- 
ral iiiaruigcr of WKKC-TV, Ciucin- 
lati, will move into the lioiiie office 
n charge of achiiinistration and phiii- 
ling; J. NV. McGoiigli hecoiiies geii- 
ral manager of WKRC-TV; Sam 
loluistoii, to manage WTVN-TV, 
"olurnbus, and Richard Oslraiidcr, 
0 manage WTVN radio. 



I 



S'cK group: Holiday Bioadoasl- 
ersi, Inc., has openeil the first of its 
jlanried seven stations. KMGUI, Al- 
buquer(]ue. Heading the station: 
Koiiiiy Kalin, formerly with Bar- 
tell and now a v. p. of Holiday Broad- 
cajters. 



Ideas at work: 

• The "Pajama Game": Fol- 
lowing the performance of that show 
al the Carousel Theater in Boston, 
WBZ threw "the world's largest pa- 
jama party," with festivities ranging 
from a free-for-all pillow fight to 
awards of a mattress for I he most un- 
usual nighties. Some 2,000 pajama- 
clad people participated. 

• Into the air, junior hird- 

wonian : To prove that women can 
do anything a man can do when il 
comes to space ship living, KYA, 
San Francisco, is staging a "Space- 
0-Thon" for client Bonnie Brae 
Homes. The idea: A "Miss Satellite"' 
is sealed in a simulated rocket on the 
real estate development in Santa 
Clara, attracting spectators daily to 
witness both the ship and the client's 
homes. 

• Another space man gini- 
niick: KOIL, Omaha, is offering 
$1,000 to the listener guessing when 
Jim Hummel, in a KOIL Komel (air 
conditioned auto suspended on a 
platform above the downtown area) 
will descend. Why he's in orbit: to 
dramatize the seriousness of the traf- 
fic fatality toll. 

• Felicitations: WINS, New 
York, has inaugurated a Birthday 
Club, asking listeners to send in post- 
cards with their birthdates. Each 



week btatioii draws one. sen(lin<; a 
custom deluxe birthday cake to ihc 
wimier. 

. K.Y.I. : W(^XK, New York, is 
mailing the first of a series of news- 
letters to nearly 4.000 advei tisers and 
agencies giving them a behind-t'ie- 
sceiies look at the station. It contains 
photos, program information, avail- 
abilities, success stories and anec- 
dotes. 

• Promoting with hare facts: 
WDGY, Minneapolis-St. I'aul. has a 
sandwich-hoarded model |)arading 
the downtown areas, proclaiming "All 



1 Have On i^ Wonderful WDOY." 

• Helping to case the traflic: 
KXI., Portland, Ore., is ( (MKlucting 
"Operation Hazard Cut" -asking li>- 
teners to report an) tiaflic hazards 
that might exist in their area. Sta- 
tion turns letters o\er to the fralltc 
Safet\ Council for action. To date. 
KXL has recei\ed sf)nic -SOO letters. 

• On the public porvice front: 
WBAB, Bab) Ion, L.I.. in conjunc- 
tion with the Suffolk Count) I'olice 
Commissioner, is sponsoring a Youth 
Theater Workshop. Station will teach 
students the techni(|ues of radio. 



Northwests dollar 



buys more 

on 
WKOW 
and 
WKOW'TV 



"You are to be congratulated for the out- 
standing results acconiplij^lied hy your sta- 
tions for Northwest Orient's Hawaiian 
Holiday Tour. The results are concrete 
evidence of the adult purchasing power 
that WKOW generates in die Madison 
area." 




0. C. Akre 

Di.slricl Sales Manager 

Northwest Orient Airlines 

Our thanks to Mr. Akre and to Northwest Orient for this fine 
opportunity to prove that WKOW'' and WKO\V-TV sell hesi 
where they buy more. 

Ben Hovel 
General Manager 
WKOW, WKOW-TV 



WKOW 

MADISON, WISCONSIN 



TV-G 



RADIO- 10 KW-1070] 



WHJR 

negro radio for 
metro new york 
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And in llie clafTodil area: Tim 
Tate. il.j. on KISN, Portland, Ore., 
is hanging some 40-feet aliove the 
Ore. Centennial Exposition, claiming 
he will not come down until the mil- 
lionth visitor passes through the Ex- 
|)osition gates. 

On the fill front: WLOL-FM, 

iMinneapolis-St. Paul, has completed 
its survey on audiences during the 
summer months. Results show interest 
and following of fm in Twin Cities 
is ''growing extremely fast, with a 



tremendous upsurge of set sales, spon- 
sors and listeners." 

Station acquisitions: WISK, Min- 
neapolis, from BVM Broadcasting 
Co. to Crowell-Collier for §625,000 
. . . KSDO, San Diego, from the San 
Diego Broadcasting Co. to the Gor- 
don Broadcasting Co. for $500,000 
. . . WDOT. Burlington, Vt.. to For- 
tune I'o'je. New York puhlisher. ra- 
dio and busine.ss executive, for $140,- 
000. 



You're missing 
almost ' 

of your audience 
unless you SOfV 



WJACTV 




in the 

JOHNSTOWN-ALTOONA 
market! 



WJAC-TV is the established leader in the Johnstown-Altoona area, with nearly a 3 to 1 
margin over Station B, its closest rival. 

WJAC-TV-71.9 Figures are from ARB, November, 1958; 

Station B~28.1 Proof that WJAC-TV delivers the audience. 



SsiTOP 30 SHOWS ON WJAC-TV^S 

Johnstown-Altoona Trendex, Feb., 1959 



WARCEN 



McKEAN 

25Xn>rtou 



POTTER 




Buy the stotion thot guorontees 
more viewers, from sign-on to 
sign-off, oil week long. People 
prefer to watch the best. . . 
WJAC-TV 



IRE / ^ 




/ 



Ask (or oil Ihe 
details from 

HARRINGTOr^, RIGHTER & PARSONS, INC. 




Thisa V (lata: WABC, New Yo 

has purchased a new 50,000 w 
transmitter, with installation to 
gin next month . . . WADS, Ansoni' 
Conn., staged a "Gay Nineties" revu 
on the car lot of a local Ford deal 
. . . WNTA, Newark, N. J., will h, 
come a special affiliate for news ai 
special events of Mutual . . . Businei 
note: Steinway Pianos (Ayer), for 
52-week schedule on the Good Mi| 
sic Stations . . . WMCA, New Yorl 
is sending its d.j.'s to mobile heal 
centers in the city's depressed area 
urging people to take their free Sal 
vaccine shots . . . Anniversary note 
WKNE, Keene. N. H., celebratii 
32 years' broadcasting. 



1 



TV STATIONS 



FCC coniinissioner Fredericl 
Ford told the West Virginii 
Broadcasters Association that tin 
FCC no! only has the legal powel 
but the legal duty to weigh radio^ 
Iv programing. 

He added that he would like to set 
definite standards, however, since thi 
"Blue Book" is out of date and broad, 
casters don't know what the FCC rq 
quires. He added further, it is hi^ 
opinion that broadcasters should hel| 
develop such standards. 

The Ford position on FCC respon 
sibility is shared by all commission! 
ers except T. A. M. Craven, but thert, 
agreement ceases and Ford's opiii 
ions become strictly his own. 

Be prepared: TvB is mailing tc 
member stations a section reprint oi 
Sales Promotions' annual "Sur\'ey ol 
Christmas Ideas 1959." 

Purpose: to present stations with 
sales-starters ideas for attracting de^j 
partment stores to use the mediuni 
during the holiday-spending season. 

Ideas at work: 

• Making a big splash: Cactus 
Pryor, of KTBC-TV, Austin. last| 
week set up a swimming pool in the 
middle of a busy street for his p.m. 
tv show. The evening included aquat-| 
ic exhibitions, clown -diving and 
dunking. 

• Touchdown : To launch Carl-| 
ing's Black Label Beer in Boise. 
KTVB sent its sales staff, dressed in 
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)tball regalia, including helmets 
,d slioulder pads, to popular restau- 
nts and taverns. I'urpo.-e: To tic-in 
I th the All Star Foothall Game 
I iarliiig sponsors half of it), sales- 
\ tn presented cases of hei-r to po- 
itial customers. 

• All exaiii[)le of logetln'fiiess : 

and radio stations in Kalauiazoo. 
ich., joined hands last week to par- 
•ipate in and promote the .new 
iwntovvn shopping mall. Uuhbod 
wp-A-Tliori, the four days' activi- 
;s included fashion shows, guest ap- 
;arances. children's day. concerts 
id dance contests. The event was 
•ganized and produced hy K-Tv 
iiler[)rise8, 

hisa 'ii' data: KXGO-TV, Fargo. 

well underway with construction 
I its new tower . . . Pilot Pulilica- 
ons, New York, has scheduled a 
■St tv spot campaign via WATIl- 
V, Waterbury, Conn., to promote 
s paperback factbook on small busi- 
es? franchising . . . Piel Bros, 
V&R) has signed for 52-weeks on 
ports Page of the Air, WABC-TV, 
lew York. 

teports to stockholders: Aiiipe.v 
vill merge with Orr Industries, 

latiufacturers of magnetic tape; has 
lade 50,000 additional shares avall- 
ble under its option plan and an- 
ouiices first-quarter sales of $13,7 
lillion compared with $7 million for 
he like period, 1958 . . . KOOL-TV, 
'hoenix, reports gross sales for the 
irst six months up 2'2.8'/t over the 
anie half-period for \058, 

strictly personnel : Martin Fleis- 

er, to director of advertising and 
ales development for WOR-AM-TV, 
■New York . . . Mrs, A. K. Iled- 
iiond, promoted to v.p. of WHP, 
nc, Harrisburg, Pa. . . . William 
fving, Jr., and Lawrence Kliewer, 
0 v.p.'s of the Peninsula Broadcast- 
ng Corp. ( WVEC-AM-TV, Norfolk) 
. . M, Dale Larson, to general man- 
ager, KTVH, Wichita-Hutchinson . . . 
E, P reston Stover, program opera- 
tions manager. WTAE, Pittsburgh . . . 
Harley West, local sales manager, 
WTOL-TV, Toledo . . . Steve Rob- 
ertson, local sales manager, KFRR- 
TV, Fresno . . . Dean Belireiid, to 
supervisor of sales development, 
WCBS-TV, New York. ^ 





OWP' mW IS HOTTeST 

Hottest news in WBT's area is the success of WBT's news 
pragrams. 

They autdraw the sa-called "music and news" statians' news- 
casts by 98% mare listeners marnings, 91 % mare afternaans 
and 137% mare at night.* 

Seven news gatherers cruising in seven twa-way radia equip- 
ped cars jain with CBS' hanared news staff ta pravide 
Caralinians with the mast camplete radia news service in the 
natian's 24th largest radia market, '- '^ 

Let us make sales news far yaur praduct. Call CBS Radio 
Spat Sales far a WBT news schedule. 

Pulse 25 county orco 1959 IMorchI 
A. C. Nielsen Co. 

WBT CHaPLoTTe 

REPRESENTED NATIONALLY BY CBS RADIO SPOT SALES 
JEFFERSON STANDARD BROADCASTING COMPANY 
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Nearly of Oregon'.s 
buying families watch 

KVAL-TV 

KPIC-TV 



The only clear-picture in the 
Eugene - Springfield - Roseburg 
market is on KVAL-KPIC. One 
order to your Hollingbery man 
or Art Moore and Associates 
(Portland-Seattle) covers both 
stations. 



KVAL-TV Eugene 
NBC Affiliate Ctiannel 




KPIC- 



TV Roseburg 

Satellite 



Channel 4 




is BIG BUSINESS!...witli daily 
retail sales topping $1,000,000. 
Wichita with its diversified 
economy — oil, cattle, agricul- 
ture, aircraft — is the bustling 
hub of the rich Central Kansas 
area, dominated by KTVH. 
To sell this rich Kansas market, 
buy KTVH with its undupli- 
cated CBS-TV coverage. 




I* 



* 



I 




manager. Guild joined 
San Francisco offices, 
York with the purpose 



Tv and radio 
NEWSMAKER!. 



Ralph Guild is the new v.p. in charge 
.sales at Daren F. McGavrcn Co., Inc. h 
radio career began the same day as M 
Gavren's in 1948, when he started wi 
KXOB (now KJOY). Stockton, Gal., in 1 
cal sales. Later, he moved on to KXOA, Se 
raniento (a GHS affiliate) as local sal 
manager, KROY, Sacramento, as pa' 
owner and manager and KGGG-TV as sal 
McGavren in 1957, working first out of the 
until later that year when he came to Ne 
of establishing new offices for the compan 




Lester Gottlieb has been ap])ointed direc- 
tor of program development and planning 
for GBS TV in New York. He has been a 
program executive with GBS TV since 
1956. Prior to that Gottlieb was v.p. in 
charge of programs for GBS Radio for 
four years. He joined GBS in 194(> after 
four years with Y&R as head of its radio 
publicity division and supervisor of the 
agency's radio talent division. In his new post, Gottlieb will b 
in charge of creating and developing new programs in the Eas 



Sydney Yallen has been named executivj 
v.p. in charge of sales and distribution fc^ 
Video International Productions. Recentl 
formed, VIP is now selling its five-minut 
Hannibal Gobb Pliotocrimc series. Yallci^ 
a 20-year veteran in the radio business 
spent most of his career with KFWB, Lo. 
Angeles. Beginning there as office boy, h| 
w.orked up to the position of adv.-pro 
, salesman, program-production mgr. and dir. of operations 
was graduated from the U. of Southern Gal. with a B.S. degree! 




dir 

He 



Arthur C. Schofield joins Peoples Broad- 
easting Gorp. this week as assistant to the 
president, Herbert E. Evans. He comes 
from Storer Broadcasting, where he was 
v.p. for advertising and promotion. His 
diversified background includes stints on a 
Philadelphia news])apcr as artist and fea- 
ture writer; circulation-promotion man- 
ager of a national magazine and ad man- 
ager for a radio/tv receiver manufacturing firm,. Schofield was also 
ad. director of DuMont TV network. He joined Storer in 1952. 
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iEDIA MEN 

Continued from pti^e 39) 
•em secondary. Says one, "Cut rates 
id merchandise deals can elhninale 
le re])," adding, "Are \vc becoming 

mere discount operation?" 

\ station ])romotion manager sng- 
;sts an airing of exactly wliat the 
jency-client e.x])ects of a station in 
lis matter, and vice versa. "Too 
lany agency demands," he says, "in- 
icate ignorance of station ])robleins, 
nd too many station men automati- 
lUy say 'no' without consideration 
f areas of mutual interest." 

"Tiinehuyers endeavor to inat(;h 
ne station against another in a way 
lat encourages rate cutting," claims 
ne midwest station manager, says he 
as found this "particularly true" in 
le case of sports: "The timebuyer 
ecognizes that stations are very de- 
irons of carrying this type of pro- 
ram, and senses the possibility of 
evelo])ing a 'rate cutting' competi- 
ion between the stations involved." 

Back to the other side of the desk, 
•ne media man feels that "while wc 
re not eonecrned in making the com- 
lercials, a better understanding about 
iroduets, production and talent would 
lelp us in the creative selecting of 



THEY KNOW WDBJ RADIO 
HAS REAL SALES POWER 



PAXTON C. JUDGE 

Vice-President, 

Roanoke Division 

THE KROCER COMPANY 

"We've used WDBJ Radio for 

twenty years and have found 

it to be a productive medium." 



R. E. FOUTZ 
Secretary-Treasurer and 
Manager 

ROANOKE GROCERS, INC. 
Our quarter-hour morning 
•rogram has paid handsome 
ividends over a 6-year peri- 
d — reaches homemakers we 
.ant to sell." 





F. W. JOSEPH 
District Superintendent 
COLONIAL STORES, INC. 
"WDBJ Radio has done a fine 
iob helping us to build cus- 
tomer acceptance since our 
entry into Roanoke's com- 
petitive market 5 years ago." 



nietlia."' Here are more issues media 
men would like to sec aired: 

• What services should an agency 
expect from a network or large rep- 
resentative as far as com])etitive ac- 
tivity is concerned? 

• What can he done about feature 
film ])rograniing which (allegedly) 
aece])ts commercials of four competi- 
tive cosmetics firms in one hour? 

• Is there any limit to the number 
of products an advertiser can buy in 
a 1.5-niinnte time segment? If so, are 
xiolations occurring? 

• Will use of ta])e be a factor in 
major market spot tv in 1960? 

• Is the saturation formula myth 
or mathematics? 

• Television buying — on whose 
terms ? 

• Is a music format vital to radio 
ratings? 

• How will politics affect broad- 
easting in 1960? 

• Radio deserves a voice at the 
client conference table. 

It looks as though some hot ses- 
sions are in order when the sixth an- 
nual RTES seminars get underway in 
Manhattan on 10 November. ^ 



ARMSTRONG 

{Continued from page 41) 

vice of a hand gripping the road was 
develo])ed." There were three reasons 
for developing such a device: 

(1) To sell an idea rather than a 
situation. "We found," says Sklarz, 
"that in an intensive spot schedule, 
situation commercials very quickly 
lose impact. On the other hand, a 
commercial selling an idea can be re- 
peated over and over again and still 
maintain viewer interest with the 
same message repeated." (The open- 
ing of the commercial is varied, while 
the body remains the same. Arm- 
strong has found that no more than 
two different openings are needed for 
each 13-week cycle.) 

(2) An itlea sells against competi- 
tion. "Armstrong strategy is to sell 
against major competition rather than 
try to sell tires per sc,'' says Sklarz. 
"This strategy has achieved consumer 
recognition with a high degree of 
memorability — on a l)udget smaller 
than those of major competitors." 

(3) A merchandising tool. '"The 
hand device lends itself to merchan- 
dising and sales promotion." says 
Sklarz. "The trade quickly caught 
on to this "built-in" sales tool when 
we introduced it two years age." ^ 



• SPRINGFIELD 

• DECATUR 

• CHAMPAIGN-URBANA 




lOVER 230.000 TV FAMILII 
AVAILABILITIES: YOUNG TV 



CHECK J/and 
DOUBLE CHECK];/ 



r 




V 




WTHI-TV offers the 
lowest cost per thousand 
of all Indiana TV 
stations! 

VV 

One hundred and eleven 
national and regional 
spot advertisers know that 
the Terre Haute market is 
not covered effectively 
by outside TV. 

WTHI-TV 

CHANNEL lO • CBS — ABC 

TERRE 
HAUTE 

INDIANA 

RepresentAd Nationally 
by Boiling Co. 



CBS RADIO 
Roanoke, Virginia 



AM • 960 Kc. • 5000 watts 
FM • 94 9 Mc • U.OOO wotts 



|, prTiBf, (.pill IN \v<.(in\vAm>. inc.. 

■ Hatliu.l KtpiritHlalltrs 
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Tv spot tops tv net 

F'u>l half figures for 1959 show all hraiiehes of tv iiiimiiig 
substantially ahead of a year ago. 

But the real surprise in hilling picture, and one which is 
astonishing many iiidustiy observers, is the fact tliat national 
tv spot is MOW the largest segment of the tv business. 

For the first time, spot is running ahead of network in 
gross time sales, and the implications of ibis switch in leader- 
ship are enormous. 

Spot's flexibility and adaptability to the needs of all kinds 
of large and small national and regional aflvertisers guar- 
antee it an ever expanding future. 

The network picture, with three strong healtliy networks in 
operation looks bright and solid. The next 12 months should 
see ABC TV, CBS TV, and NBC TV on virtually a sell-out 
jjasis. 

But the outlook for tv spot almost staggers the imagina- 
tion. We confidently i)elievc that the next year will =ee 
an expansion in tv spot i)usiness beyond anything the industry 
has ever dreamed of. 

Radio spot picks up steam 

Corresponding with this tv spot activity, and closely allicfl 
to it for basic i)usiness reasons, is the great wave of optimism 
ai)out radio spot now i)eing voiced in many quarters. 

This week sponsor editors dug deeply into the (piestion of 
I'adio spot's resurgence to find out whether it was a fact or 
merely wishful sales enthusiasm. 

Our conclusions (see page 29) are that radio spot is actu- 
ally standing on the threshold of a tremendous sales break- 
through, and that there are practical, factual reasons why 
this is so. 

The optimistic feelings and creative selling plans now i)cing 
drawn up for raflio spot are solidly i)ascd. We look for a 
fine 1959, an even better 1960. 

THIS WE FIGHT FOR: More trips into the 
field by agency and advertiser personnel, to see 
at first hand the power of the air media in to- 
day's highly specialized, localized marketing. 
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"/ have but one lamp by which my feet are guided, and this is the 
lamp of experience. I know of no way of judging the future hut by 
the past." 

Patrick Henry (1736-1799). American revolutionary leader whose 
mighty voice and pen helped forge the original colonies into one nation. 



host of long-time friends 
•e using WWJ this fall— 
Jvertisers and agencies 
ho come back again and 
gain because experience 
ills them it's the thing to do. 
etroit's pioneer radio 
.ation can always be 
Dunted on for intelligent, 
uality service, for 
Kceptional audience loyalty, 
)r results you can 
)e proud of. 

sk your PGW Colonel for 
le complete WWJ story, 
makes good listening— and 
ood buying for lasting 
npressions. 




\ A, M \ M I AM and FM 

W VVU RADIO 

Detroit's Basic Radio Station 



NBC Affiliate 



,\TIONAL REPRESENTATIVES: PETERS. GRIFFIN, WOODWARD, INC. . OWNED AND OPERATED BY THE DETROIT NEWS 



You can't cover 
growing Jacksonville 

without WFGA-TV 




This progress photo of the Atlantic Coast line Railroad's new 17 story head- 
quarters building is visual evidence of Jacksonville's accelerated business 
growth. With the completion of the A. C. L. building, 1000 new families 
will be moving to Jocksonville — buying homes^-cars — food^-clothing — 
ond increosing the spendoble income of this alreody rich $1 Vi billion 
morket. 

Jacksonville is booming with expansion in every direction. It's o hustling, 
bustling city that's ready and receptive for your sales message . . . and 
. . . you need WFGA-TV to cover it effectively — offering the best of two 
great networks — NBC - ABC. 





CHANNEL ^"^1 Jacksonville, Florida 

The Best Of NBC and ABC . . . Call Fetems. Griwin, Woodward, 



INC. 



